‘Sell American 


Ideas, Sales 
Executives Told 


Hood Lists Profit 
System in ‘Rights’ 
of ‘True Americans’ 


WASHINGTON, Sept. 7—Directors 
of the National Sales Executives 
meeting here today were urged to 
back up an organized effort to sell 
basic American ideas, including 
the profit system. 

Arthur A. Hood, of the Vance 
Publishing Co., chairman of the 
NSE board, warned that the nation 
has been moving toward socialism 
for the past 20 years, and that it 
may be difficult to get rid of eco- 
nomic controls once they are es- 
tablished. 

Outlining the need for an organ- 
ized effort to explain the workings 
of the profit system, he declared: 
“Without it, we would have none 
of our cultural rights and privi- 
leges, and not one third of our ma- 
terial living standards.” 


s Directors responded to his ap- 
mpeal by approving a postcard list- 
ing ten “rights” and ten “duties” 
of “true Americans.” Cards are to 
be mailed in large quantities by 
individual member companies. 
“Rights” listed on the card in- 
clude: 

1. Right to worship in one’s 
own way. 

2. Right to free speech, press 
3 and assembly; right to habeas cor- 
@eepus and trial by jury; right to 
privacy in our homes. 

5. Right to commercial risk and 
venture with the possibilities of 
loss. 

6. Right to make and keep a 
profit. 

7. Right to move about freely 
at home and abroad. 

8. Right to work in calling and 
localities of our choice. 

9. Right to a free choice in pro- 
duction, distribution and consump- 

(Continued on Page 67) 
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HARD HITTING—New Sylvania Electric 
Products campaign, which starts in The 
Saturday Evening Post on Sept. 16, flat- 
ly claims leadership in the fluorescent 
tube field, where the market is divided 
among three major producers. Ads will 
also appear in Business Week; Today’s 
Business, Retailing Daily and eight other 
business publications. Cecil & Pres- 
brey is the agency. 


Hooper to Offer 


Two-State TV 


Rating Report 


12 Cities in New York, 
Ohio to Be Covered in 
Telephone Coincidental 


New York, Sept. 7—C. E. Hoop- 
er Inc., which seven months ago 
sold its national network and Pa- 
cific regional radio and television 
rating services to A. C. Nielsen 
Co., this week announced that it 
will offer a 12-city network TV 
rating report (covering connected 
stations in New York and Ohio) 
starting probably in October. 

Mr. Hooper, whose agreement 
with Mr. Nielsen _ reportedly 
netted him $75,000 in cash, an 
equal amount in Nielsen stock and 
a ten-year consulting contract at 
$39,000 per year, said he will ex- 
pand his local video services with 
several regional TV services on 
March 1, 1951. This will cover 
“three census. divisions, plus 
three additional areas,” he said. 

The researcher explained that 
such a contingency was provided 
for under the terms of his contract 
with Mr. Nielsen, which states: 

“For the period of one year from 
March 1, 1950, Hooper agrees not 
to provide on a continuing or reg- 
ularly scheduled basis any region- 
al radio or television network pro- 
gram audience size or popularity 
rating index...provided that a 
network of which the broadcast- 
ing outlets are limited to two states 
or less shall not constitute a re- 
gional network.” 


a When AA asked Mr. Hooper if 
his possible return to the national 


60 | rating field also was anticipated in 


the provisions of the contract, he 
intimated that such a move could 


54] be made after a longer period of 


time. However, he declined to say 
just when and added: “This move 


64 certainly doesn’t contemplate our 


(Continued on Page 4) 


Distillers’ Aid 
_|to Bottle Makers 
Saves the Day 


New York, Sept. 8—Major dis- 
tillers were breathing easier this 
week. It looked as if they had 
bought enough soda ash, even at 
fantastic prices, to insure their 
supply of bottles for the holiday 
season. 

The situation came about this 
way: 

There has been a strike in soda 
ash plants for several months. Dis- 
tillers are not favored by bottle 
makers—bottles for drugs, medi- 
cines, foods and other items would 
return to supply long before liquor 
bottles. So the distillers began buy- 
ing soda ash at whatever price 
was necessary (prices rose to $2.90 
a hundred weight, a new high), 
warehousing it and selling it to 
the bottle makers at pre-strike 
price levels. 

Inventories of bottles are usual- 
ly kept low by distillers, with 
about 30 days’ supply being av- 
erage. In the fall, in anticipation 
of the holiday rush, the stocks are 
sometimes higher. 


s The notion that the ash shortage 
would result in a price increase 
for liquor was regarded as fan- 
tastic. “It only amounts to a few 
cents a case,” one liquor execu- 
tive told AA, “and all we’re do- 
ing is spending cents to make dol- 
lars on liquor.” Soda ash accounts 
for about 20% of the price of a 
bottle. 

The move by the distillers had 
recent historical precedent. In the 
last war, when a shortage of oak 
barrels drove the price per barrel 
from $5 to $25, distillers were 
eager to insure continuity of pro- 
duction, and bought oak and tim- 


(Continued on Page 8) 
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Gillette to Spend $1,500,000 in 
1 Week; Network Deal Stays Secret 


veemmanesanscen. at 


___ NEVER BEFORE 
AHEARING AID LIKE THIS! 


‘World's Timest Recenver-Called “Modern Miracle”! 


TINIEST—Audivox introduces its new 

hearing aid Sept. 10 with 1,000-line ads 

in 175 newspapers. Benton & Bowles 
has the account. 


Audivox Announces 
Tiny Hearing Aid 
in 175 Newspapers 


New York, Sept. 6—Audivox 
Inc. will introduce its new hearing 
aid, the Audivox Super 67, fea- 
tured as the world’s tiniest re- 
ceiver, on Sept. 10 with 1,000-line 
ads in 175 newspapers throughout 
the country. This will be followed 
by small-space ads in the same 
newspapers at two to three-week 
intervals for the remainder of the 
year. 

In addition, page ads will be used 
in Sept. 30 issue of The Saturday 
Evening Post and the Oct. 16 issue 
of Life, to be followed at intervals 
for the remainder of the year by 
half-page ads in the same publica- 
tions. Ads will run regularly in 

(Continued on Page 4) 
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Last Minute News Flashes 

Kellogg, Penick & Ford Start Joint Promotion 

New York, Sept. 8—Kellogg Co., maker of All-Bran, and Penick 
& Ford, packer of Brer Rabbit molasses, will launch a joint promotion 
featuring molasses bran muffins on Sept. 11. Kellogg will use 70-line 
ads in 700 newspapers and spots on 98 radio stations. Penick & Ford 
will use full-color half pages in This Week Magazine and The Amer- 
ican Weekly and full pages in Family Circle, Ladies’ Home Journal 
and Woman’s Day. Leading raisin packers will cooperate in the pro- 
motion. Kenyon & Eckhardt is the Kellogg agency and J. Walter 
Thompson is handling for Penick & Ford. 


Pabst Sales Sponsors Joe Louis Fight on CBS 

Cuicaco, Sept. 8—Pabst Sales Co. will sponsor AM and TV coverage 
of the Joe Louis-Ezzard Charles championship fight Sept. 27 over CBS. 
Bidding against Gillette Safety Razor Corp., Pabst paid approximately 
$125,000 for the broadcast rights, plus some $50,000 for time. The com- 
pany plans to carry a major fight schedule over CBS-TV this fall. 


Warwick & Legler is the agency. 


NBBB Issues Warning on Use of UN Flag 


New York, Sept. 8—The flag of the United Nations cannot be used 
in connection with advertising or selling under any circumstances, the 
National Better Business Bureau warned today. The same rule ap- 
plies to use of the UN name, emblem and official seal for commercial 


purposes, the bureau advised. 


Friedman Leaves Chernow to Start Agency 

New York, Sept. 8—Leon A. Friedman, formerly a vice-president of 
Chernow Co., has launched Leon A. Friedman Advertising Co. at 34 E. 
40th St. Sylvester Freund and Roma Rudd, also from Chernow Co., will 
serve as production manager and copy chief. Paul Blumenthal, a free- 


lance artist, is the new art director. 


(Additional News Flashes on Page 71) 


By JacK GEHLE 


Boston, Sept. 7—Gillette Safety 
Razor Co. will spend more than 
$1,500,000 during the first week in 
October to blend its “Look sharp, 
be. sharp, feel sharp” theme with 
the World Series. Additional cov- 
erage for Gillette in Canada, Cen- 
tral and South American countries 
will cost another $250,000. 

George Estes, sales promotion 
manager, told AA that during the 
World Series the company sells 
more razor blades than its nearest 
competitor does during the entire 
year. 

Purchase of television rights for 
the series constitutes the major 
item in Gillette’s budget (AA, 
Aug. 28). Gillette (and the Mutual 
Broadcasting System, for radio) 
has been given broadcast rights for 
the series for $975,000—$800,000 
for television and $175,000 for ra- 
dio. 


s Gillette has declined to disclose 
the details of the various network 
contracts it has made for carry- 
ing the series, on the ground that 
the arrangement was proposed by 
the networks and is a “private” 
deal. Craig Smith, vice-president 
in charge of advertising, voiced 
company policy: 

“We have made a private ar- 
rangement with the networks for 
televising the series and feel that 
details of the agreement should 
not come from us. The American 
Broadcasting Co., the National 
Broadcasting Co. and Columbia 
Broadcasting System will have the 
series on television with stock- 
holder stations of Mutual being fed 
by the networks.” 

Radio coverage of the series will 
be exclusively a Mutual affair. Ap- 
proximately 700 stations will be 
used in this country, while another 
100 will broadcast from Canada 
and South America by shortwave. 
In addition to the entire Mutual 
network, some 200 non-affiliates 
will also carry the series. 

Referring to the television pool, 
Mr. Smith said that the DuMont 
Television Network was offered 
the same conditions as other net- 
works but declined to enter. 


a In a statement issued yesterday 
in New York, DuMont explained 
its reasons for staying out of the 
pool: 

“The DuMont Television Net- 
work has refused to join the three 
other television networks in a pool 
broadcast of the World Series on 
the particular terms dictated. The 
DuMont Television Network be- 
lieves it unsound for networks to 
finance any advertiser’s use of the 
nation’s entire television facilities 
to project that advertiser’s sales 
message. 

“The DuMont Television Net- 
work believes it unwise for a net- 
work to collaborate with any ad- 
vertiser in such a way as to permit 
that advertiser to take advantage 
of the public’s demand to see the 
World Series and, through respect 
for this demand, virtually force 
stations to carry, at a penalty, the 
advertiser’s commercial messages. 

(Continued on Page 70) 
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‘Quick’ Advertisers May Use Special 
Four-Page Inserts for Merchandising 


New York, Sept. 6—Quick has 
come up with what it calls “the 
most unique merchandising tool 
ever offered by a national mag- 
azine.” 

The innovation is a special four- 
page insert for advertisers. Here’s 
how it works, according to Jack 
Reiss, advertising director: 

“Assume you have an advertise- 
ment in the issue you have in 
your hands and you want to mer- 
chandise it with a personal sell 
on your product, service, or com- 
pany to salesmen, wholesalers, or 
dealers, numbering anywhere from 
5,000 to 250,000. ; 

“We will print your requested 
number of merchandising issues as 
part of Quick’s regular press-run. 
It will contain the identical edi- 
torial material as the regular edi- 
tion and will be mailed at the 
same time. 


a “On the front cover we mortise 


out a strip and set in type ‘Your 
Special Company or Product Is- 
sue.’ Your advertisement appears 
in all merchandising copies. 

“You will have the use of a spe- 
cial four-page form which, at your 
discretion, can either be bound 
just inside the covers or in several 
other positions. You simply supply 
us with the copy and the mail- 
ing list and we do the rest. 

“We will insert each merchan- 
dising issue in our envelope, ad- 
dress and mail all for price of 6.5¢ 
per issue.” 

Only Quick advertisers may use 
this device, Mr. Reiss said. He 
listed eight companies as having 
taken advantage of the insert: 
Eagle-Lion Films, Castle Films, 
Twentieth Century-Fox Film 
Corp., Cluett, Peabody & Co. 
(Arrow shirts), Mullins Mfg. Corp. 
(Youngstown Kitchens), Cities 
Service Co., Willys-Overland and 
Westminister Famous American 


Socks. A ninth company has signed 
up for the insert and several 
others have indicated interest. 


s Pointing out that Cluett, Pea- 
body had bought inserts in four 
issues and that Willys-Overland 
was planning its third, Mr. Reiss 
said the inserts were “wonder- 
ful public relations builders” and 
“a fine way to re-excite a manu- 
facturer’s sales outlets.” 

So far, the highest number of 
special advertising copies of Quick 
bought by .a manufacturer was 
20,000, with the average around 
10,000. A little less than half of 
the magazine’s advertisers have 
used the insert idea. 

In its Sept. 4 insert, Willys- 
Overland ran a letter to dealers 
signed by a vice-president. The 
message pointed out that the com- 
pany’s ad in Quick “puts over— 
fast—a single message—‘the Willys 
station wagon is a comfortable 
car’... We know that millions will 
read our advertisements and get 
the message. Part of them live in 
your territory. From there on, it’s 


0% 
Samill 


"The builders can’t keep up with our growth since we hit a market 
of 2,500,000 lowa people in the Des Moines Sunday Register!” 


Advertising in the Des Moines Sunday Register sure builds 


sales . . . and buildings! 


Where else can you find such a sales-making combination 
as this: one paper mapoan. ¥ of a whole state market of 242 
million people who spen 
oines Sunday Register spreads out more than 
500,000 strong over lowa—with 50% to 100% coverage in 


86 out of 99 counties. State average is 75%—or 3 out of 4 


The Des 


buying families! 


s a market lowa must be called amazing. Urban spend- 
ing tops big cities like San Francisco or Boston. Farm spend- 


5 billion dollars per year! 


ing js the highest anywhere! 


ow you know why only 9 other cities have Sunday news- 


papers as big as the Des Moines Sunday eer Pee | it 
ay 


stands 7th in general advertising linage among a// Sun 
newspapers! Milline rate, a modest $1.57. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 
ABC CIRCULATION March 31, 1950: 
Daily, 372,051—Sunday, 540,192 


THE Des MOINES REGISTER anv TRIBUNE 


Represented by: 
Osborn, Scolaro, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 


Gardner Cowles, President 


Advertising Age, September 11, 1950 


TeLivision 


BENEFITS CHILDREN—Motorola’s latest 

newspaper copy, which broke last week, 

is designed to highlight the advantages 

of TV to families with children. Warwick 

& Legler Inc., New York, is handling 
the campaign. 


up to you—to convince them with 
a road-test in the top-selling, top- 
value Willys station wagon. Let’s 
get started ... quick!” 

Mullins Mfg. Corp. also bought 
an insert in the Sept. 4 issue, ad- 
vising dealers they were key men 
in the “strongest introduction” ever 
given a dishwasher, the Jet-Tower 
dishwasher. The message pointed 
out that Youngstown Kitchens “has 
done everything possible to make 
this the biggest profit maker of all 
time.” Two pages of the insert 
were devoted to a check list to be 
used by dealers to make sure they 
were ready “for the biggest dish- 
washer profits in history.” 


American Supplement Out 


A number of American adver- 
tisers, including Westinghouse and 
The New York Times, are repre- 
sented in the first special Amer- 
ican trade supplement printed by 
Die Presse-Wochenausgabe, Vien- 
na weekly which claims a circula- 
tion of 75,000. Last year, 16% of 
the weekly’s advertising linage 
was bought by non-Austrian com- 
panies. The paper and the supple- 
ment, Osterreich und die U. S. A., 
are published by the Neue Wiener 
Presse Verlagsgesellschaft m. b. H., 
Universitaetsstrasse 5, Vienna. 
This concern also publishes Die 
Presse-Morgenblatt, only inde- 
pendent daily in Vienna. 


Western Market Date Set 

Western Winter Market will 
be held Feb. 5-9, 1951, at the 
Western Merchandise Mart, San 
Francisco. 


Motorola Newspaper 
Ads Tell How Video 
Benefits Children 


Cuicaco, Sept. 7—Motorola Inc. 
yesterday broke newspaper ads 
designed to convince parents that 
a TV set in the home can be an 
asset to school children. 

The full-page copy, headed 
“How television benefits your 
children,” details the arguments 
in captions under four illustrations, 

First, says Motorola, a TV set 
means peace and quiet. “No more 
‘rainy day riots’ with television 
keeping small fry out of mischief 
and out of mother’s hair... “Tak- 
ing away television from children 
who act up is a punishment that 
really works,’ writes an authority 
on child psychology.” 


@ Next, Motorola argues, a video 
receiver “Gets homework done— 
promptly! The simple rule, ‘Home- 
work first, television second,’ has 
solved the homework problem in 
thousands of homes... has actual- 
ly made children more interested 
in school work.” 

In addition, it “strengthens 
family ties,” says the copy. And, 
finally, “No eyestrain! The Jour- 
nal of the American Medical Assn. 
states: ‘Television in itself does 
not produce eyestrain.’ If televi- 
sion seems to tire a child’s eyes,” 
Motorola continues, “the probable 
answer is—he needs an eye ex- 
amination.” 

Warwick & Legler Inc., New 
York, is handling this special 
newspaper campaign. 


Export Ad Assn. Limits 
Displays to 100 in Show 

Advertising displays to be ex- 
hibited at the second annual ex- 
port advertising convention Oct. 5 
at the Hotel Plaza, New York, 
have been limited to 100 by the 
Export Advertising Assn. 

Exhibits will be on view 
throughout the convention. The 
exhibit fee is $25 and displays 
will take the form of panels 6’ 
wide by 2%’ high and set on easels 
at reading height. Harold E. Wein- 
holz, chairman, exhibit committee, 
Export Advertising Assn., 20 Vesey 
St.. New York 7, has charge of 
reservations. 


Consolidated Changes Name 

Consolidated Advertising Agen- 
cy, San Francisco, has changed its 
name to Richard N. Meltzer Inc. 
Address of the agency remains at 
785 Market St. 


Time you bought outdoors 


avtomatic 


.§@ Washer? 


REPETITION. Bendix doesn’t mind 
how often they tell people to buy 
their product! The average person 
sees this GOA panel not once, but 
over and over again! Repetition 
like this is a sure way to make 
your customers remember . . . bring 


1925 Silver Anniversary Year 1950 


General Outdoor Adv Co & 


them in to buy. General Outdoor 
Advertising Company, 515 S. 
Loomis St., Chicago 7, Illinois. 


leading cities 
and towns 
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ay In ‘world’s largest architectural audience will 


DT Niches study an K=-RAY PRESENTATION 
"| spocressive’) 2 two science classroom buildings 

“| arcnitecture | newly designed by internationally 

: \ renowned architects. 
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ns Harvey Ingham Hall 
nd, and companion classroom 
“T= structure, Fitch Hall of 
sn. Pharmacy, designed by 
oes Saarinen, Saarinen & Asso- 
vi- ciates, Bloomfield Hills, 
hg Michigan, for the Campus of 
ble Drake University, Des 
>xX- Moines, lowa. 
| e 

ew 
“ial P/A‘s X-Ray Presenta- 
tion will consist of 25 pages 


in two colors . . . devoted 
exclusively to these note- 
worthy buildings. Photo- 
. | graphs showing construction 


axe details, equipment and 
t 5 materials are available to : 
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the 
iew 
The 
ays 
; 6’ 
sels 
2iIn- 
tee, 
sey 
- of 
e 
en- 
| its 
Inc. 
s at 
Your sales message in November PA will benefit from 
= reader concentration on equipment and materials ! 
8 
Drake University’s new Saarinen-designed classroom buildings are the distinguished Everything about Progressive 
subjects of Progressive Architecture’s November X-Ray Presentation. Another P/A Architecture is progressive . . . 
innovation in the field of architectural journalism, it is a full, penetrating study including its leadership 
ig ‘ , . , , in architectural NIVA 
which includes construction photographs showing installation of equipment and eeetetient et 
materials, along with detailed story of the unusual structural, mechanical and light- 
ing systems. Your building product sales story will be received with keen interest 
when it accompanies this X-Ray Presentation in P/A’s November issue. Act now... 
— closing date is October 5th. 
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‘Western Family’ in 
2 More Chains; Hits 
725,000 Circulation 


Los ANGELES, Sept. 8—Western 
Family has announced that be- 
ginning with the March 8, 1951, 
issue, its northwest edition will 
enter Oregon through United Gro- 
cers Inc., Portland, and the south- 


SOUNDS LIKE MAGIC} WORKS LIKE MAGIC 


YOU could set type for an ad like this right at your own 
desk. It's no trick at all with FOTOTYPE - the streamlined 
successor to metal type. Just slip die-cut cardboord 
letters into exclusive, self-aligning composing stick. 
Slashes type costs. Makes layout preperation easier, 
faster. Wide selection of type faces. Catalog free! 


FOTOTYPE, INC., 1415 Roscoe, Chicago 13 


west edition will enter Arizona 
through Associated Grocers of 
Phoenix. 

The circulation increase will be 
20,000 for the northwest edition 
and 80,000 for the southwest edi- 
tion. 

The magazine this week ex- 
panded into northern California 
and now has a total guarantee of 
625,000. The addition of the 100,- 
000 to Oregon and Arizona will in- 
crease circulation 16% to 725,000 
in seven western states. Rates will 
be hiked 12% when the expansion 
occurs. ° 

Of the 11 cooperative food or- 
ganizations under the wing of Pa- 
cific Mercantile Co. (western di- 
vision of the National Retailer- 
Owned Grocers), Western Family 
will be distributed through seven 
by March, 1951. Three additional 
co-ops, U.R.M. of Spokane, De- 
pendable Wholesale Grocers, Boise, 
Ida., and Associated Food Stores 
of Salt Lake City will make West- 
ern Family available to their mem- 
bers before the end of 1951. 


Audivox Announces 
Tiny Hearing Aid 
in 175 Newspapers 


(Continued from Page 1) 
hearing and medical trade jour- 
nals. ° 

A three-week television test 
using spot announcements will be 
made in one of the eastern cities, 
and platters for radio spots will be 
supplied dealers. Benton & Bowles 
is the agency. 


a The new hearing aid is a prod- 
uct of Audivox, successor to 
Western Electric Co.’s hearing aid 
division, and is based on Bell 
Telephone Laboratories designs. 
All advertising, publicity and 
promotion will be keyed to two 
major themes: (1) that the new 
hearing aid has the world’s tiniest 
receiver, only a trifle larger than 
an ordinary button in a man’s 
shirt; and (2) its tiny receiver 
offers the widest frequency range 
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ever available to the hard of hear- 
ing. 

Dealers will be provided with a 
comprehensive sales promotion 
kit designed to meet their needs 
over a six-month period. This con- 
tains cooperative advertising mate- 
rial for use in local newspapers, 
radio and television stations, local 
publicity, and direct mail and point 
of sale material. 

At a press preview here today 
which presented a pageant of hear- 
ing aids in use since 1890, Sam 
Hudson, advertising manager of 
Audivox, described the current ad- 
vertising campaign as “a full year’s 
effort compacted into four 
months,” 


KNX Appoints Buckalew 

Edwin W. Buckalew, manager of 
Radio Sales Inc., San Francisco, 
has been appointed general sales 
manager of Station KNX and the 
Columbia Pacific Network. He suc- 
ceeds Wayne R. Steffner, who re- 
cently became a partner in the 
packaging concern of Oxarart- 
Steffner Inc. 
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"True Story 
Woment Group 


TURN YOUR PAYROLL DOLLARS INTO HOMING PIGEONS 


| a 
THE BIG-EARNING, FAST-SPENDING WAGE-EARNER MARKET 


No other road to America’s big-earning, fast-spending 
WAGE-EARNER Market offers you these advantages: 


1. You reach 8,575,000 women... young shoppers for 
nearly 30% of all wage-earner families. 


2. You reach 7,800,000 families—29.5% of all wage-earner 


families in urban America. 


3. You reach an annual income of nearly $30 billion. 
4, You reach this market at rock-bottom cost—as little as 


$1.22 per page per thousand. 


SELL THE FAST-SPENDING WAGE-EARNER MARKET AT ROCK-BOTTOM COST! 


Hooper to Offer 
Two-State TV 
Rating Report 


(Continued from Page 1) 
next.” 

The new two-state popularity 
ratings—described as “not pro- 
jectable to anything”—will, like 
the old national and Pacific re- 
gional Hooperatings, be published 
in -pocketpiece format and will 
cover all (for practical purposes) 
network TV programs in the area. 


ws Cities to be surveyed, by tele- 
phone coincidental, of course, are 
New York, Albany, Schenectady, 
Syracuse, Rochester, Buffalo, 
Cleveland, Akron, Cincinnati, Col- 
umbus, Dayton and Toledo. 

The service, as described to po- 
tential buyers, will offer: 

“1. Advance Hooperatings on 
your program and its TV network 
competition four days after broad- 
cast, Same day or night telegraphic 
reports may. be had for an addi- 
tional fee. 

“2. Complete report on all TV 
programs one week after the last 
broadcast reported on (including 
‘limited network’ one-half hour 
first and second weeks).” 

Expected cost to subscriber: 
$150 for the first program surveyed 
once monthly, $100 for each ad- 
ditional program. The price will 
be $100 more by January, 1951, 
in each case if the buyer is not a 
subscriber to expanded Hooperat- 
ing service. 


@ Special reports are available 
now in the above cities, covering 
TV sets-in-use, Hooperating on 
ordered program and network 
competition share of audience on 
network programs. Rates for the 
special surveys: $150 for an hour 
or half-hour program; $200 for 15- 
minute five-a-week show. 

Mr. Hooper said his new twe- 
state popularity ratings are de- 
signed to give such data as: 

1. Program popularity rating. 

2. Effect of guests, choice of 
play, cast, etc., on audience. 

3. Strength of new competition. 
(Does Eddie Cantor or Fred Allen 
do a better job of bucking Ed Sul- 
livan?) 

4. Comparison between every- 
other-week and every-week sched- 
uling of programs. 

5. Up-to-the-minute reports on 
United Nations and other special 
event telecasts. 

6. Effect of current events on the 
curve of television viewing. 

Hooper, as announced eaglier, 
will print TV Hooperating reports 
for 13 additional cities (city rating 
reports in booklet form already 
are published for video in New 
York and Los Angeles) in Octo- 
ber. Other cities will be added 
later. 


NBC Names Madden V. P. 


Edward D. Madden, who has 
been assistant to the president of 
National Broadcasting Co., New 
York, has been named vice-presi- 
dent of NBC. He will become a 
member of the television depart- 
ment, reporting to Sylvester L. 
Weaver, vice-president in charge 
of the television network. 


Four A's Elects Quednau 

American Assn. of Advertising 
Agencies, New York, has elected 
Henry Quednau Inc., Tampa, Fla., 
to its membership. 


SIMPSON-REILLY, LTD.) 
Publishers Representatives 


SINCE 1928 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER] 
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This banner for International Harvester is outstanding for beautiful lifelike full-color reproduction 
on cloth, in giant size—44” x 120”. CSP specializes in tough display reproduction problems, 
prints or lithographs on paper, cloth, carboard, fiber, weatherproof Stanzall and self-stik Mystik. 


What holds the bottle 
up? A brand new, ingen- 
ious CSP invention. The 
self-stik MYSTIK Plak 
mounts on any wall sur- 
face. A concealed hook 
holds the bottle. Result: 
an attention-getting 
dimensional display at 
low cost. 


Something unusual in a 
set-up cardboard dis- 
play: this floor merchan- 
diser provides a com- 
plete work glove depart- 
ment for retailers. This 
hard-selling piece was 
created, designed, pro- 
duced and distributed 
by CSP. 


Does your product need a NEW idea for point-of-sale advertising? Ideas are our business! We create them, 
*k produce them, distribute them. Call in your local representative of Chicago Show Printing Company or 
wire. our home office. CSP will go to work for you today. Write for our point-of-sale idea book now. 
Chicago Show Printing Co., 2640 N. Kildare, Chicago 39 and 1775 Broadway, N. Y. Offices in Philadel- 


phia, Detroit, Kansas City, Minneapolis, Atlanta, Los Angeles, San Francisco and other principal cities, 
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Serutan Co. Expands 
Radio News Coverage 


Serutan Co., Newark, will add 
two daily news programs to its 
broadcast lineup this fall. In addi- 
tion to the 15-minute commentary 
session of Victor H. Lindlahr, who 
returns from vacation Sept. 11, the 
company will sponsor a _ five- 
minute newscast with Edwin C. 
Hill and a 15-minute program 
with John B. Kennedy. 

All three shows—each is a Mon- 
day through Friday presentation 
-—will be on ABC. The time, near- 
ly three hours weekly, is bought 
through Roy S. Durstine Co. 


WEST COAST 
ADVERTISERS 


In need of latest 
business or con- 
sumer market facts? 
Try our newly com- 
piled research files! 
‘ Publishers’ Representatives 

1052 W. 6th St., Los Angeles 17 


Chicago Graphic Arts Exposition Is 
Expected to Draw 200,000 Visitors 


Exhibits Will Feature 
Developments of Past 
Decade, New Processes 


Cuicaco, Sept. 7—Chicago will 
be the home of the “world’s great- 
est temporary printing plant” 
when the Sixth Educational 
Graphic Arts Exposition opens its 
doors Sept. 11. 

About 200 exhibitors will oc- 
cupy the 338 booths at the Interna- 
tional Amphitheatre and will ex- 
hibit printing production machin- 
ery, letterpress, offset, gravure 
and other processes, plus supplies 
and services. Value of the exhibit 
inventory is set at $10,000,000. 


The exposition, first since 1939, 
is expected to draw as many as 
200,000 printers and other mem- 
bers of the graphic arts industry, 
many of whom will attend one 
or more of ten industry conven- 
tions which also will be held here 
before the exposition closes Sept. 
23. 


a The ten organizations scheduled 
to meet in conjunction with the 
exposition include the Lithograph- 
ers National Assn., Label Man- 
ufacturers’ National Assn., the 
International Assn. of Printing 
House Craftsmen, Book Manufac- 
turers’ Institute, International 
Printing Supply Salesmen’s Guild, 
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International Typographic Com- 
position Assn., Graphic Arts Trade 
Assn. Executives, Printing Indus- 
try of America, National Printing 
Equipment Assn., and the Na- 


tional Graphic Arts Education 
Assn. 
Exhibits in the Amphitheatre 


are expected to reflect the many 
improvements in machinery, 
equipment, processes and services 
which have been made since the 
last exposition was held 11 years 
ago. 

Composing room equipment ex- 
hibits will feature new devices 
designed to increase production 
and cut costs, plus improvements 
in standard equipment and sub- 
stitute methods of composition 
which employ photography. 


= All types of cameras and dark- 
room devices used in photoen- 
graving, lithographic and gravure 
processes will be on display, along 


a Y Or 
5B LT \s 


in Denver, we think 
the Census Taker is 
a v-e-r-y nice man 


Some other cities, whose population “guesstimates” were a little optimistic, 
may be mad at the census taker. 
But we're not. We have good reason to think he’s a very nice man. According 
to preliminary figures released by the Census Bureau, here’s what he found: 


METROPOLITAN DENVER 


nore TO ADVERTISERS: 


If it’s not already there, better put Denver on your Class A Schedule 
of “Cities Over 500,000.” It’s a rich market, too, with a “Quality of 
Market Index” of 140...forty percent above the national average. 


CIRCULATION 
ee ee 
ee ee 359,288 


Roto, Comics, Magazine . . 


A.B.C. Publisher's Statement, March 31, 1950 


1950 CENSUS 


397,454 ~- 


1940 CENSUS 


* 560,309 384,372 


INCREASE 


46% 


*" Represented Nationally by Moloney, Regan & Schmitt, Inc. 


with equipment used in making 
rubber and plastic printing plates 
and recently developed chemicals. 

Among the “action” exhibits will 
be a number of automatic-feed 
job presses and letterpress, offset 
and gravure equipment, as well 
as bindery machinery. 

The various trade associations 
and publishing houses are cooper- 
ating in staging educational ex- 
hibits visualizing office and man- 
agement problems and techniques 
for solving them. 


es Much of the new machinery 
which will be shown at the expo- 
sition still is under wraps. How- 
ever, a number of exhibitors have 
announced that they will have 
“something new.” 

The new equipment is expected 
to include much-improved offset 
equipment, advanced and simpli- 
fied engraving devices, advanced 
“cold composition” equipment, 
improved plate-making processes 
and other devices which eventually 
may result in a shift in the com- 
petitive position of various re- 
production processes. 

New developments on view at 
the show will be discussed during 
some 20 clinics which will be held 
during the Printing Industry of 
America convention at the Palmer 
House, Sept. 18-22. Exhibitors 
whose products are under con- 
sideration at each clinic will make 
a presentation and then be sub- 
jected to “examination” by mem- 
bers of the clinic panel and the 
audience. 


ws There will be four clinics de- 
voted to composing room equip- 
ment; four clinics on platemaking, 
including letterpress, litho-offset, 
rubber, plastic and gravure; four 
clinics on presses, including job, 
cylinder, sheet rotaries, web ro- 
taries and specialty presses; four 
clinics on bindery equipment and 
specialties, and four clinics on mis- 
cellaneous topics, such as silk- 
screen printing, steel and copper 
plate work, Thermography, rollers, 
ink, paper, etc. 

Purpose of the clinic sessions 
will be to assist top management 
in appraising the real economic 
value of new machines in terms 
of increased productivity, lower 
operating costs and improved qual- 
ity. 

The show is being managed by 
the National Graphic Arts Expo- 
sition Inc., a non-profit organiza- 
tion headed by Augustus E. Gie- 
gengack, formerly Public Printer 
of the U. S. and now executive 
vice-president of Lanston Mono- 
type Machine Co., Philadelphia. 


Bertram Hughes Joins KXLW 


Dr. Bertram L. Hughes, formerly 
of KXOK, St. Louis, and WHCU, 
Ithaca, N. Y., has been named 
news director of Station KXLW, St. 
Louis. He succeeds Frank Brown, 
who recently assumed duties as 
program director. 


NEW JERSEY'S FOURTH LARGEST MARKET 


TEST 


PEANUTS 


Send or call for 
the complete bulletin 
“Metropolitan New York Test Market #1" 


Study the facts and you will find you can 
test a typical segment of Metropolitan 
New York, by testing BAYONNE, for 
only 8 cents a line .. . just peanuts com- 
pared with any other media giving the 
complete, concentrated coverage of 


THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., N.Y. © 436 N. Michigan Ave., Chicage 
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pulling power 


There are some things you just can’t resist. There’s an attraction, some- 
thing that catches and holds your eye. So it is with The First 3 Markets 
Group, magazine and picture sections of The New York Sunday News, 
The Chicago Sunday Tribune, The Philadelphia Sunday Inquirer. In 363 
counties that account for 347% of the total U.S. retail sales, First 3 Markets 


Group draws an audience of over one-half of all the families. 


the group with the Sunday Punch 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


rotogravure 
colorgravure 


picture sections 


* * a 
magazine sections 
New York 17,N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 ° Chicago 11,Ill., Tribune Tower, SUperior 7-0043 
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P&G Pays Tallulah 
$5,000 to Stop Her 


Lawsuit over Jingle 


CINCINNATI, Sept. 7—Procter & 
Gamble Co. announced today that 
its insurance company’s lawyers 
have settled actress Tallulah Bank- 
head’s $1,000,000 damage suit 
against P&G for $5,000. The suit, 
filed in March, 1949, charged that 


FILMS 
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vertising with our 
downmtoearth TV 


-FILMACK 


1325 S. Wabash * CHICAGO 
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Miss Bankhead had been “humili- 
ated and distressed” ‘by use of the 
“Tallulah the Tube of Prell Sham- 
poo” jingle aired on two P&G net- 
work shows (AA, March 21, ’49). 

When the suit was filed, P&G 
said that there had been no in- 
tention “to capitalize on any living 
person’s name.” In a statement is- 
sued today, P&G said, “We stopped 


using the Tallulah jingle of our| Cr 


own volition some time ago.” 
The settlement agreement stated 
that this discontinuance was in no 
way an admission on the part of 
the defendants that the claims 
were valid, according to P&G. 


Ralph L. Wolfe Resigns; 
Detroit Agency Continues 


Ralph L. Wolfe has resigned as| y 


president of Wolfe-Jickling-Con- 
key Inc., Detroit, to join Geyer, 
Newell & Ganger as account exec- 
utive in the Detroit office. C. M. 
Jickling and Alfred D. Conkey 
have acquired Mr. Wolfe’s interest. 
New officers are Mr. Conkey, 
president; Mr. Jickling, vice-pres- 
ident; and John Devang, treasur- 
er. No change in the agency’s name 
is planned at present. 


Hooperatings 


Advertising Age, September 11, 1950 


for New York 


July, August 1950 
Sponsored Network Radio Programs 


Walter Winchell (Richard 

3 ee ree 
Twenty Questions (Ronson, MBS) 
Stop the Music ord Gold, ABC) 
Richard Diamond (Rexall, NBC) 
Fat Man (Norwich Pharmacal, ABC) 
Break the Bank (Bristol- 
Myers, NBC) 


12.6| Dragnet (Fatima, NBC) 


Drew Pearson (Adam hats, ABC) 


seeeee 


seeeeee 


Big Story (Pall Mall, NBC) .... 
Louella Parsons (Jergens, ABC) 
Mr. Keen (Whitehall, CBS) .......... 
Johnny Dollar (Wrigley, CBS) 
Gabriel Heatter (Noxzema, 


eeeeenee 


ee eeeeee 


ime (Ph'ip Morris, Pharmacal, MBS) ........-0eeeeeees 4.0 

SMEs “tes ga rg 4.81 A Life in Your Hands (Raleigh, NBC) 3.9 
Sponsored Network TV Programs 

Toast of the Town (Lincoln-Mercury, a Es a oak as 13.4 

ET dk ahcWds cua bs dass cechecses 30.9 | Lone ar (General —, ABC) ...... 13.2 
The Web (Lorillard, CBS) ............ 18.3 | Cavalcade of Stars (Drug Store - 

- the Music (Admiral, Old Gold, Ci MED. nécceseecageececes 1L5 
SEE eda censiectabeseviaseecceses 17.2 Cavalcade of Bands (Drug Store Produc- 

Ford Star Rewe (NBC) ............ 16.8  *— $e sere 10.6 

Original Amateur Hour (Old Gold, Plainclothesman (Consolidated Cigar, 

SP ciccs sivotbinathiedt aebsdstes 16.3 DE cnn’ cahedvadSdpadsesseces 10. 
Kraft Theater (NBC) ..........0se0e% 15.6 | Believe It Or Not (Ballantine, NBC) .... 10.1 
Big Story (Pall Mall, NBC) .......... 13.6 | Break the Bank (Bristol-Myers, NBC) . 10.1 

opalong Cassidy (General Foods, We the People (Guif, NBC) .......... 9. 


Gas Assn. Elects Hess 


Frederic O. Hess, president of 
Selas Corp. of America, Philadel- 
phia, has been elected president 
of the Gas Appliance Manufac- 
turers Assn. Other officers named 
are: Louis Ruthenburg, chairman 
of the board of Servel Inc., Evans- 


ville, Ind., 1st vice-president; A. 
B. Ritzenthaler, vice-president of 
Tappan Stove Co., Mansfield, O., 
2nd vice-president; Lyle C. Har- 
vey, president of Bryant heater 
division of Affiliated Gas Equip- 
ment Inc., Cleveland, treasurer, 
and H. Leigh Whitelaw, New York, 
secretary. 


Howard Johnson’s, some fifteen years ago, 
was just a cottage blueprint. Today it’s the 
largest restaurant chain in the world—and 
still growing. 


Millions of motorists look for these cheer- 
ful landmarks on the American scene 
—even plan their trips around them. 


They can 


course meal... 


get a hurry-up snack or a full- 
served in a tension-free 


atmosphere, with a check that doesn’t raid 
their travel budget. 


Light-hearted advertising for our new 


client, the Howard D. Johnson 
invites more families on tour to “ 
ing for that orange roof, Pop.” 


N. W. AYER & SON, INC. 
Philadelphia 


New York Chicago 
San Francisco Hollywood Boston Honolulu 


Company, 
Keep look- 


Detroit 


Distillers’ Aid 
to Bottle Makers 
Saves the Day 


(Continued from Page 1) 
ber and in some cases went into 
the cooperage business. 

In the soft drink field the bottle 
shortage is not serious because 
most soft drink beverages are re- 
bottled. But the percentage of 
breakage, while a small factor 


5| normally, could become serious if 


a shortage of new bottles were to 


¢| develop. This is not likely to be- 


come apparent, spokesmen in the 
industry told AA, until the bottle 
buying season in the late winter 
and early spring. 


a A. J. Goetz, vice-president of 
Pepsi-Cola Co., told AA that al- 
though his company has not been 
affected by a bottle shortage, some 
of its distributors who do their 
own bottling have been. 

In addition, he said that a short- 
age of soda ash is affecting a num- 
ber of bottling plants as it is used 
in the disinfectant employed for 
sterilizing bottles. It may be nec- 
essary for some bottlers, he said, 
to find a new type of sterilizing 
agent. 

F. W. Coste, vice-president and 
director of advertising of Coca- 
Cola Co., said that Coca-Cola bot- 
tlers have not been affected by 
the alleged bottle shortage. He 
said that the shortage of bottles 
caused by the lack of soda ash be- 
cause of the current strike affects 
users of new bottles chiefly, and 
that it would be some time before 
most soft drink bottlers would feel 
the effects of a shortage. Asked 
about disinfectants, he said there 
are many available which are ef- 
fective and which do not require 
soda ash. 

A spokesman for Canada Dry 
Ginger Ale Inc. said that the bottle 
shortage has affected his company 
to some extent but not seriously. 
He said that he believed the strike 
of soda ash workers will be set- 
tled before any serious soft drink 
botfle shortage developed. 

Most of the spokesmen in the 
soft drink industry seemed more 
interested in how the bottle short- 
age is affecting distillers than in 
its effect on their own industry, 
which they all minimize. 


a About 85% of the nation’s soda 
ash production facilities are strike- 
bound as of this week, when 
Wyandotte Chemicals Corp. work- 
ers, who turn out about 25% of 
the chemical, walked out. 

Besides the bottle makers, who 
use more than a quarter of the 
soda ash produced, industrial users 
include chemicals manufacturers, 
some metal industries, and pulp 
and paper producers. Hundreds of 
other industries also rely on use 
of soda ash. 


Schlitz Signs for TV Show 


Jos. Schlitz Brewing Co., Mil- 
waukee, will sponsor the “Pulitzer 
Prize Playhouse” television pro- 
gram, starting Oct. 6. The show 
will be televised over the ABC 
network each Friday from 7 to 
8 p.m., EST. Young & Rubicam is 
the agency. 
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YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 


There’s More to Packaging Than This 


The caterpillar ranks as a highly ingenious producer of packages. 
But making containers is only part of the job faced by packaging 
manufacturers. They must sell their products by constantly seeking 
new applications and new markets. That is why so many leaders 
in the field advertise regularly in the pages of Business Week. 


REASON: Business Week reaches a highly concentrated audience 
of Management-Men...executives who make or influence buying 
decisions on packaging. 


RESULT: The packaging industry finds Business Week a profitable 
medium, as witnessed by the fact that Business Week regularly car- 
ries more of this advertising than any other general business or 
news magazine. All because— 


Packaging Advertisers* 
in Business Week 


Acme Steel Co. 

Angier Corp. 

Container Corp. of America 
Continental Can Co., Inc. 
Ferguson, J. L., Co. 

Food Machinery and Chemical Corp. 
Fort Wayne Corrugated Paper Co. 
Gair, Robert, Co., Inc. 

Gardner Board & Carton Co. 
Gaylord Container Corp. 

General Box Co. 

Hinde & Dauch Paper Co. 
Kimberly-Clark Corp. 

Mason Box Co., The 

Milprint, Inc. 

Nox-Rust Chemical Corp. 

Package Machinery Corp. 
Rhinelander Paper Co. 

Signode Steel Strapping Co. 


* Source: Publishers’ Information Bureau Analysis 


A McGRAW-HILL PUBLICATION 
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Buchanan & Co. Appointed 

J. A. Maurer Inc., Long Island 
City, N. Y., manufacturer of 16mm 
cameras, recording equipment, 
electrical and radar components 
and special television equipment, 
has appointed Buchanan & Co., 
New York, to handle its advertis- 
ing. Trade publications and direct 
mail will be used. 


Merrin to Shephard Agency 

Merrin Jewelry Co., New York, 
has named Shephard & Edwards, 
New York, for advertising in na- 
tional magazines. There was no 
previous agency. 


|/NARD Meets Oct. 15-19 

The National Assn. of Retail 
Druggists will hold its 52nd annual 
convention in Long Beach, Cal., 
Oct. 15-19. The NARD drug show 
will give heavy emphasis to store- 
wide merchandising, with exhibits 
focusing attention on effective 
product displays and suggestions 
for promotion campaigns. 


H. S. Longman Joins Lewin 

Harold S. Longman has joined 
A. W. Lewin & Co., New York, as 
copy chief. He formerly was copy 
chief at Peck Advertising Agency, 
New York. 
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‘True’ Survey 
Tells What Sells 


in Men’s Wear 


Quarterly Audit Planned 
to Help Manufacturers 
Learn Buyers’ Choice 


New York, Sept. 6—True has 
launched a new continuing sur- 
vey in the men’s wear field. In 51 
cities, men’s wear buyers in 16 
lines in 328 stores were inter- 
viewed, and the magazine intends 
to make a quarterly audit so that 
manufacturers in the field can get 
a picture of what the buyer—tra- 
ditionally the real arbiter of fash- 
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ion—says will sell. 

The survey was made by the 
Consumer Audit Bureau (AA, 
March 6); the sample was based 
on the 12 Federal Reserve dis- 
tricts, and 1,174 store executives 
were interviewed. The lines em- 
brace virtually everything a man 
wears, from hats to shoes. Buy- 
ers were asked for specific infor- 
mation on the six best-selling 
items in each line, with attention 
paid to such detailed information 
as fabric, color, pattern, style fac- 
tors, brand, model and price. Plans 
on 1950 buying and data on stock 
on hand were compared with av- 
erage stocks in preceding years— 
and records were compared with 
sales of private label merchandise. 


we The survey turned up some in- 
teresting market facts. For ex- 
ample, knitted shorts account for 
18% of all best-selling items in 


The accompanying coverage map shows the circula- 
tion territory of the Deseret News, and indicates how 
effectively it blankets the Utah and Mountain West 


trading area. 


More and more the Deseret News is your 
best advertising buy in the rapidly growing 


Mountain West market. 


SALT LAKE CITY 


DESERET NEws 


Salt Lake City 
Deseret News gives 
you nearly 2'/2 times 
more coverage than 
any other evening 
newspaper in the 


Salt Lake-Mountain 


now stands at an 


92,857" 


West market 


Daily Circulation of the Deseret News 
all time high of 


*Publisher’s 
June 30, 1950 
Interim Statement 


SERVES THE MOUNTAIN WEST — DAILY AND SUNDAY 


National Representative: Cresmer & Woodward, Inc. 


the field; in Chicago and Minne- 
apolis they hit their highs, 34% 
and 44% respectively, compared 
to warm Dallas and Richmond, 
where they don’t make the best 
seller list at all, or Atlanta, where 
they account for only 4%. 

Similarly, the daytime business 
shirt in the “over $6” range ac- 
counts for only 1% nationally, but 
in Boston, this item accounts for 
11% of the best sellers. 

Nor do retailer buying habits 
remain constant. True had its field 
work on Study No. 1 done late in 
May. At that time, 90% of the 
buyers had made some commit- 
ments for fall and winter suits 
and overcoats, yet only 30% had 
committed themselves on hosiery 
purchases, and 31% on men’s robes 
(and here there was another var- 
iation—San Francisco district buy- 
ers had—by a 51% margin—or- 
dered robes, against 13% for the 
Philadelphia district, and none for 
Boston). 


s The Boston district was notably 
slow—its buyers had placed no 
1950 orders for pajamas, under- 
wear or hosiery—although nation- 
ally one in three buyers had done 
so in each of the lines. 

The eminence of the private 
brand is shown clearly in the re- 
ports. In sport shirts, for instance, 
“own brand” shows up as a best 
seller in 19% of the cases—it was 
exceeded by only one brand (Mc- 
Gregor), which scored 27%. “All 
other brands” accounted for 20% 
of the best sellers in this class; 
thus, lumped with the store’s pri- 
vate label, this category easily out- 
distanced the top brand. 

The stores told CAB’s investiga- 
tors what percentage of their bus- 
iness was done in private label, 
and in sport shirts the median per- 
centage sold under private label 
was 27%. 

The private label business var- 
ied from line to line. In shoes the 
median was 12%; in slacks, 58%; 
suits, 58%; business shirts, 19%; 
rainwear, 10% or under; hats, 10% 
or less, etc. 


s True intended to find out what 
buyers said they would buy, be- 
cause it indicates what consumers 
want. Thus it can say flatly that 
in 1949, the best-selling hat in fall 
and winter was a snap _ brim 
brown, 47% with a contrasting 
band, priced between $7 and $10. 
The snap brim gray, 55% with 
contrasting band, in the same price 
range, is a close runner up. 

True will use the survey in two 
ways: (1) as an editorial feature 
(“True-tested trends’) to show 
what men are buying; (2) for ap- 
parel manufacturers, many of 
whom have not previously had ac- 
cess to this type of information. 
True has already showed the re- 
sults of the study to 28 manufac- 
turers, and will show it to many 
more, although the results will 
not be broadcast widely. 

True’s September issue shows a 
new tag in the fashion section. In 
the near future, tags, store win- 
dow stickers and counter display 
cards will be available for True 
advertisers, using the True-tested 
trend theme. But manufacturers 
may not use it for high-fashion, 
low-demand items—it will have 
to be used with the kind of men’s 
wear the continuing survey shows 
will be top sellers. The present 
study is concentrated only on the 
best seller; Clare Nelson, True’s 
advertising manager, and a gradu- 
ate of Cluett, Peabody and Man- 
hattan Shirt Co., thinks future 
studies may go deeper into the 
rank of brands in the stores. 


Boots Names Wilson Manager 


Peter J. Wilson has been ap- 
pointed manager of Boots Pure 
Drug Co. (Canada), Toronto. Mr. 
Wilson, who formerly had been 
with the parent company in Eng- 
land, will be in charge of all sales, 
production and distribution of 
Boots products in Canada. 
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Teen-Agers’ Refusal 
to Wear Hose Upsets 
Hosiery Industry 


PHILADELPHIA, Sept. 6—Teen- 
age girls just about have the ho- 
siery industry in a sad dither after 
refusal to wear stockings to school, 
and the industry is tossing about 
to find a suitable counter-pro- 
motion. 

It started when teen-agers told 
a group of mothers at a confer- 
ence at Gimbel Brothers here, 
that the reason they don’t wear 
nylons to school is that “you can’t 
help getting runners on _ those 
school chairs.” 

What, said members of the in- 
dustry, can we do about this? 

The American Federation of Ho- 
siery Workers, in an editorial pre- 
pared for publication in the Sep- 
tember issue of its monthly news- 
paper, “Hosiery Worker,” suggests 
that the hosiery industry work out 
a deal with the furniture industry 
to sell only chairs which do not 
cause runners. 


ws “There is no reason to have 
rough chairs in schools, or for 
that matter in offices or anywhere 
else,” the editorial says. “The in- 
dustry’s bread and butter is di- 
rectly affected.” 

The union almost hysterically 
points out that the wearing habits 
developed by teen-agers today 
will be reflected in the future, and 
the industry had better do some- 
thing about it now. 

Also suggested are: a promotion 
among Parent-Teacher Associa- 
tions about improving school 
chairs; a promotion among pur- 
chasing agents of school boards; 
a national educational campaign 


in consumer publications and 
newspapers to rebuild school 
chairs. 


National Guard Bureau 
Show Aids Recruiting 


The National Guard Bureau, 

Washington, has produced a new 
15-minute transcribed radio show 
called “The National Guard 
Show,” which is being offered to 
all AM radio stations having Na- 
tional Guard units in their areas. 
From replies received to date, it 
is indicated that the show will be 
carried by more than 1,500 sta- 
tions across the country, most of 
them offering Class A time. 
_ The program will be scheduled 
in three cycles, each of 13 weeks 
duration, with the first four pro- 
grams ready for broadcast on 
Sept. 11. 


Continental Agency Net 
Meets in Minneapolis 

Olmsted & Foley, Minneapolis, 
will be host to advertising execu- 
tives of the Continental Advertis- 
ing Agency Network at a three- 
day convention opening Sept. 29, 
at the Nicollet Hotel, Minneapolis. 
John Falkner Arndt, head of the 
Philadelphia agency bearing his 
name, will preside at the conven- 
tion sessions. 


Schwartz Appoints Fellman 

William Schwartz & Co., Phii- 
adelphia, manufacturer of Chips 
and Twigs boys’ clothing, has ap- 
pointed Leonard F. Fellman & 
Associates, Philadelphia, to handle 
all advertising, marketing and 
merchandising activities. Immedi- 
ate plans call for stepped-up use 
of consumer magazines and tele- 
vision. 


Frisco Club Plans Art Show 

The Third Annual Advertising 
Art Show of San Francisco will be 
held Nov. 17 through Dec. 10. 
Sponsored by the Art Directors 
Club of San Francisco, and the 
artists group of the San Francisco 
Advertising Club, it will be held 
in the galleries of the California 
School of Fine Arts. 


§ Shields to Bozell & Jacobs 


Charles L. Shields has resigned 
as continuity writer for Station 
KRNT, Des Moines, to join Bozell 
& Jacobs Inc., Omaha agency. ~ 
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Appoints Witzenburg 

Lee O. Witzenburg, formerly 
sales manager of Tan Corp., De- 
troit, has been appointed general 
sales manager of Cleveland Worm 
& Gear Co. and its subsidiary, 
Farval Corp. G. T. Collatz, former- 
ly in charge of advertising and 
sales promotion, has been named 
assistant sales manager. 


Two Appoint Ward Agency 

Taylor M. Ward Inc., Ithaca, N. 
Y., has been named to handle the 
advertising of Seneca Knitting 
Mills Co., wool socks, and Seneca 
Novelty Co., rulers and yardsticks, 
both in Seneca Falls, N. Y. 


Anderson Named V. P. 

Walter E. Anderson, battery 
sales maneger, has been named 
vice-president of battery sales of 
Globe-Union Inc., Milwaukee. 


Castle Films Plans 
$250,000 Campaign 


New York, Sept. 7—Castle Films 
will direct its fall and winter ad- 
vertising campaign to owners of 
home movie projectors with a 
schedule that includes national 
magazines, business papers, hobby 
magazines and newspapers. The 
company has announced that the 
campaign is the largest in its his- 
tory with a total expenditure of 
$250,000. 

The drive will be based on a 
series of new themes which are 
headlined: How to get the most 
out of your home movie projector 


|—home movies for every group, 


every age, every occasion; Give 
your child the best in planned 


home entertainment; Your home 
can be your own sports arena; 
Exciting, thrilling action films 
brought right into your home. 

Radio and television will be 
used for test campaigns. The com- 
pany has not announced further 
plans for radio and TV. 


ew Castle Films will have avail- 
able for home distribution movies 
of adventure, cartoons, sports, 
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travel, comedies, westerns, world 
events, educational films and mus- 
icals. The latest release is an edu- 
cational production titled “Crisis 
in Korea.” 

Full-page copy will break in 
newspapers starting in Buffalo 
early in October and spreading 
westward to Milwaukee. Eight 
business papers also will run Castle 
copy. 

Monroe Greenthal Co. is han- 
dling advertising for Castle Films. 


Photo Gelatin DOES THE TRICK 
ONE TO FULL COLOR PRINTING ¢ INEXPENSIVE 


IRVING WOOLF & CO.. 


CHICAGO. 35 S. DEARBORN ST 
LOS ANGELES 6769 LEXINGTON AVE 


GET A TASTE OF PITTSBURGH’S BILLION-DOLLAR BOOM! 


Rieck-McJunkin Dairy Company will open a new 
4,000,000-gallon-a-year ice cream plant here next June. 


National Biscuit is putting the finishing touches on a 
new cracker bakery and a factory modernization at a 


total cost of $5,000,000. 


H. J. Heinz Company is in the midst of its $15,000,000 
Pittsburgh plant expansion and modernization. 


Enough ice cream for 160,000,000 cones a year will come out of the new $1,500,000 
plant being built in booming Pittsburgh by Rieck-McJunkin Dairy Company, 


Small budget? The Press is still your best bet in Pittsburgh. 


A study of how Pittsburgh retail advertisers invested 
their newspaper budgets in the first four months of this 
year shows case histories like this: 


$10,000-a-year advertiser put 47% of his budget in The 
Press in 1949 , . . upped it to 75% this year. 


Represented by the General 
Advertising Department 
Scripps-Howard Newspapers, 
230 Park Avenue, New York 
City. Offices in Chicago, 
Cincinnati, Detroit, Fort 
Worth, Philadelphia, San 
Francisco, 
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Continental Can rolled a million beer cans in one 


month off one new production line . . 


. will have 23 


more lines operating in 12 to 18 months. 


Thousands of new jobs! Millions of new payroll dollars! 
The golden Pittsburgh Market will be more active and 
richer than ever as a result of the billion-dollar program 
of industrial construction, expansion and modernization. 


What are you doing about it? 


$7,500-a-year advertiser put 51% of his budget in The 
Press in 1949... upped it to 82% this year. 


$17,000-a-year advertiser put 58% of his budget in The 
Press in 1949 . . . upped it to 76% this year. 


All of these advertisers are successful merchants. They 
know The Press is No. 1 for results in Pittsburgh. Ask your 
Press Representative about them. Every Scripps-Howard 
Representative is a Press Representative. 


fel The Pittsburgh Press 


Nat 


— in City and Trade Zone Circulation—in Classified Advertising—in Retail 
Advertising—in General Advertising—in Total Advertising 
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How Many Products Are Really Oversold? 


In the recent confusion and uncertainty, some of the basic facts 

of business have tended to be forgotten or obscured. = 
‘This is not surprising, but it certainly is important enough to de- 
serve serious attention. 

One of these basic facts is that a consumer goods manufacturer has 
not really sold his goods when they are still in the hands of distribu- 
tors, wholesalers or retailers. He has merely “transferred ownership” 
as long as his product remains somewhere in the channels of dis- 
tribution. He will not actually complete a “sale” until the goods have 
moved into the hands of the ultimate consumer. 

Another basic fact is that scare buying is largely “phantom buy- 
ing,” much of it just about as substantial and reliable as the desert 
mirage of a free-flowing spring. 

Every business index and every investigation indicates that—with 
the exception of a mere handful of product classes—the oversold con- 
dition of many manufacturers today represents, in very large meas- 
ure, a transfer of title to wholesaler or retailer, rather than an actual 
sale to the ultimate consumer. In other words, buying at the factory 
and the wholesale level has risen much more sharply than has buy- 
ing at retail. 

Whether the process is called “hoarding” or “foresight,” the fact 
is that business has done a great deal more of it than has the consum- 
ing public. As a result, wholesale and retail inventories are, in many 
lines, at abnormally high levels. 

But even this is only part of the picture. Orders—sometimes of 
fantastic size—have been pouring in to manufacturers because whole- 
salers and retailers are afraid they will be put on allocation, or have 
their sources of supply cut off. The inevitable result, of course, is 
that a very large part of these urgent orders will evaporate the min- 
ute it becomes apparent that the orders can actually be filled. 

These two conditions alone should cause most manufacturers to 
think long and seriously about their current “oversold” situation. 
Most of them are, in fact, not oversold as far as the consumer is con- 
cerned; they will not be oversold as far as the channels of distribu- 
tion are concerned if (a) the present situation gets no worse, or (b) 
it gets better. They may continue to be oversold only if the situation 
worsens, they are forced to discontinue normal production, or cannot 
themselves get adequate supplies. 

Under such conditions, it seems clear that any manufacturer who 
accepts his present “oversold” situation without looking behind the 
facade, is being extremely foolish. And any manufacturer who lets 
up on his selling, particularly on his consumer selling—but almost 

‘ equally on his distributive selling—is laying himself open for a very 
sudden shift from “oversold” to “undersold.” 


It Looks Like Color TV Next Year 


The net effect of the Federal Communications Commission’s deci- 
sion on color television last week seems to be that there will be color 
television next year. 

We assume that the radio manufacturers will go along with the 
FCC ultimatum to produce sets which are capable of receiving color 
in black and white, in order to gain the time until Jan. 5, 1951, when 
a final decision on color is to be made. But the tone of the FCC re- 
port makes it clear that unless something revolutionary turns up be- 
fore then, the CBS system of mechanical color will be given the go- 
ahead signal promptly. 

The decision, of course, may slow up sales of existing sets, and that 
pne reason why the FCC has provided so short a time limit for 
pement by the manufacturers. 

2e whole, however, since a decision had to be reached sooner 
g long-term interests of all concerned seem to be best 
g it come sooner, rather than later. 


t 
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—Lichty, Chicago Sun-Times 


“While our plant is not equipped to make anything for the war effort...we can 
certainly turn out one of the countless items for war surplus.” 


What They're Saying 


Distinction 

The idea of giving annual 
awards in the general magazine 
field is currently being discussed 
over the noonday martinis, with 
the pros and the cons about equally 
divided. Strongest argument in fa- 
vor is that general magazines 
never had any such recognition; 
strongest arguments against are 
that judging would be extremely 
difficult, the contests might be- 
come commercial, and that the 
whole business would involve 
money. 

In the opinion of “The Pica 
Rule” (which hasn’t been asked), 
the strongest objection has yet 
to be voiced. It is this: The gen- 
eral magazine field is about the 
only one left that doesn’t hold an 
annual award contest, distribute a 
thousand-odd certificates, and pat 
itself on the back. That in itself 
is a distinction. Let the general 
magazine’ field hold onto it—nay, 
cherish it deeply and leave well 
enough alone. 


—‘The Pica Rule,” Published by 
Blanchard Press, New York. 


What's in a Name? 

The trade name and _ trade- 
mark “Pabco” have been used for 
approximately 50 years to identify 
the diversified products of the 
company. Advertising and mar- 
keting expenditures aggregating 
many millions of dollars have been 
made to promote its acceptance 
as a symbol of the highest stand- 
ards of styling and quality. The 
company’s floor coverings, build- 
ing materials, paints and insula- 
tions are known and referred to 
by the trade and consumers 
throughout the world as “Pabco 
Products.” 

Because there is no similarity 
or direct connection between the 
names “Pabco” and “Paraffine’”’ 
(the latter usually implying op- 
erations relating primarily to the 
oil industry), prospective custom- 
ers, investors, the business com- 
munity and the general public 


frequently are unable to readily 
identify the company’s products | 
and activities with the name.of the | 


company. This will become in- 
creasingly important as the scope 
of the company’s operations is ex- 
panded and manufacturing facil- 
ities are decentralized. 

Accordingly, in order to pro- 
vide a logical means of identi- 
fying and broadening knowledge 
of the company’s operations and 
to more effectively utilize adver- 
tising and marketing efforts, it is 
proposed that the name of the 
company be changed to “Pabco 
Products Inc.” 


—From the statement of W. H. Lowe, 
president, The Paraffine Companies 
Inc., in the annual report for the 
fiscal year ended June 30, 1950. 


Retailer on Hoarding 

It is disgusting to hear hostile 
sentiments expressed toward 
“hoarders” and “profiteers.”” Such 
pseudo-patriotic expressions brand 
their sources as children un- 
acquainted with American econ- 
omic life. 

I am a food retailer, and I gain 
a living by making as large a prof- 
it on food as competition permits. 
Usually I am not satisfied with 
my markup, for the food business 
is most competitive and so, neces- 
sarily, most efficient. I sell only as 
low as my competition forces, and 
my competitor does exactly the 
same. 

I, like many a housewife, will 
continue to stock as heavily as I 
possibly can any items which I ex- 
pect to be more expensive or un- 
obtainable on tomorrow’s market. 

This is free individual competi- 
tive enterprise, take it or leave it. 
And I say that sincerely, for just 
as our economy is in most respects 
“free” today, so it can be controll- 
ed. If the supply of any necessary 
article becomes less than adequate, 
it can be rationed. 

If short supplies tend to drive 
prices up, they can be controlled 
at levels fair to all, These things 
were done before; they can be 
done again. Until that time each 
individual can only act for his in- 
dividual security in the economic 
sphere. 


—Letter to the editor of the Chicago 
Sun-Times, Aug. 27, 1950. 


Rough Proofs 


“Fortune blasts institutional ad 
practices, NAM,” the. headline 
says. 

Isn’t the National Association 
of Manufacturers getting just a 
little tired of being the critics’ 
favorite whipping boy? 


* 
The Oakland Post-Enquirer quit 
publication right after AA called 
attention to the struggle of news- 
paper publishers with mounting 
costs. 
When you see it in ApverTIsiInc 
Aag, it’s so. 


“CBS gets nod on TV color; 
delay final decision,” reads the 
story on FCC from Washington. 

It was only a nod, not a bow. 


There’s a lot of indignation over 
dismissal of people from adver- 
tising jobs because of leftist af- 
filiations. Like the colored gentle- 
man in the hen house, they de- 
clare, “There’s nobody in here but 
us chickens.” 


Procter & Gamble has launched 
a 1¢ sale on Drene, with a heavy 
barrage of magazine and radio 
advertising to make sure every- 
body knows about it. 

The idea is to make two bottles 
go where only one went before. 


The discussion of which method 
of measuring radio listening is 
best has now reached the point 
where even the research experts 
admit they’re confused. 


Archibald Crossley says com- 
paring radio research techniques 
is like saying a peach is wrong 
and a pear is right. 

But suppose you happen to be 
interested in peaches? 

* 

Thunders of denunciation are 
rolling in everywhere against the 
false bill on co-op advertising. 

As Calvin Coolidge reported 
about his minister’s sermon on 
sin, he was against it. 

« 


New magazines undeterred by 
rising prices, AA reports. 

Maybe some of their publishers 
suspect there’s an excess profits 
tax bill just around the corner. 


Faye Emerson is promoting 
Snow Crop’s frozen coffee on TV, 
and endorsing Ehler’s Grade A 
caffeine product on car cards. 

She just can’t help liking coffee. 


BBDO shows your favorite ad- 
libbing comedian, Groucho Marx, 
with a real mustache instead of 
his movie grease paint job. 

This is one case where the 
audience will probably prefer the 
old, familiar trademark. 


“Bee is an insect, but Bee is a 
newspaper,” Coca-Cola points out. 
That’s what they’ve been saying 
right along in California’s billion- 
dollar valley. 
« 

Henry Ewald is just as happy 
over the fine endorsement of a 
newspaper publisher as he is sad 
over the fading prospect of another 
world’s series at Briggs Stadium. 

Copy Cus 
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LOTS OF 

“SALES WISDOM” 
UNDER THIS 
HAT! 


NEW CENSUS PROVES WHAT THE INQUIRER HAS SAID 
FOR YEARS! MORE THAN HALF THE PHILADELPHIA 
MARKET* LIVES OUTSIDE THE CITY— 


To get your share of the 
more than FOUR BILLION 
DOLLARS spent each year in 
America’s 3rd Market, remem- 
ber that Philadelphia’s sub- 
urbs account for more than 
half this huge volume. 


For in the direct Philadelphia 
sphere of 13 adjoining coun- 
ties are scores of bustling 
cities and towns in which 
retail sales have increased 
206% over a 9 year period— 


compared to a 175% increase 
for Philadelphia city! Their 


population is up 22.7%— 
Philadelphia city is up 6.5%! 


Your advertising reaches out 
to all these neighboring cities 
when you schedule THE 
INQUIRER—plus INTENSE 
COVERAGE IN THE CITY 
ZONE—That’s why you should 
take a new look at the entire 
Philadelphia Market in the 
light of latest facts and figures. 
Your conclusion will be— 
TO COVER AMERICA’S 3RD 
MARKET, THE INQUIRER 
GETS THE ORDER! 


*14 counties included in ABC Retail Trading Area 


Che Philadelphia Pnguirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bldg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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This is 


the Account Executive who 
strengthened his hold on the Agency’s 
best account. He introduced his 
client to the 1,000,000" MEN who 
read and own The Elks Magazine. 


*Dec. 1949 ABC statement— 
928,010 circulation —a substantial 
bonus over guaranteed 850,000 

on which current rates are based. 


YOU'LL SELL IT... 
1F YOU TELL If IN 


New York + Chicago + Detroit 
Los Angeles + Seattle 


Fact Finders Reports 
Flamingo Results High 

Fact Finders Associates, New 
York, has reported that nearly 
one-third of the persons inter- 
viewed on an “unaided recall” 
question in a recent survey said 
they remembered seeing Flamingo 
orange juice advertised on an air- 
ship. Shown a reproduction of the 
spectacular, which is handled by 
Douglas Leigh Inc. for Leigh 
Foods, 57.5% of the interviewees 
were able to identify the product. 

Flamingo orange juice was in- 
troduced to the New York market 
in June. Promotion of the product 
consisted of two 265-foot airships, 
one of which had a 220-foot fla- 
mingo outlined on its sides in 18,- 
000 light bulbs. 


Lionel Corp. Sponsors 
‘DiMaggio Show’ on TV 

Lionel Corp., New York, manu- 
facturer of Lionel toy trains, will 
sponsor “The Joe DiMaggio Show” 
every Saturday at 5:30 p.m. over 
the NBC-TV network, starting 
Sept. 23. First TV show for the 
baseball star, it will be centered 
around a boy’s club, one activity 
of which is model railroading. A 
guest star will appear each week. 

Buchanan & Co., New York, is 
the agency. 


Telefilm Publishes Book 

Telefilm Inc., 

ublished a booklet on “Proven 

ormulas for Low Cost Business 
Films,” to aid advertising and 
sales executives interested in com- 
mercial motion pictures. The book 
may be had free by writing to the 
company at 6039 Hollywood Blvd., 
Hollywood 28. 


Joins ‘Nation's Business’ 


H. Smith Wallace has joined the 
western sales staff of Nation’s 
Business in Chicago. He was for- 
merly with National Provisioner in 
Chicago and New York. 


Chicago 13, [linois 
GRACELAND 2-1000 


of the work), the printer ties 


© need for promotional printed 


conducted under one roof. 
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PRINTING BUSINESS is such an attitude as prevails at 
Manz—where, throughout every step (from 


furnishing the Creative Ipga to the CoMPLETION 


in completely 


with the customers’ viewpoint. 

There is an immediate understanding that every 
printing job is purchased for a functional purpose 
—either to announce new products for dealers’ 
use, or for general promotional activities. There- 
fore, every possible factor should be injected into 
their production to assure successful results. 


We suggest, that when you are faced with a 


matter, you give 


Manz an opportunity to explain the facilities, 
conveniences and economies to be found in 
working with us. Manz is a printing house in 


which all creative and production operations are 


Hollywood, has 


Advertising Age, September 11, 1950 
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Gelling Persenal 


Frank Levin, director of Advertising Co. of America, is one of 
the judges in the “Miss Commercial Trades” contest sponsored by 
the Commercial Trades Institute, Chicago. The girl selected will 
compete for the title of “Miss Television of 1950” at the National 
Television and Electrical Living show set for Chicago’s Coliseum 
Sept. 30-Oct. 8... 

The Chicago Tribune’s circulation director, Louis H. Rose, cele- 
brated his 70th birthday a couple of weeks ago at a party at the 
Drake Hotel... 


Amos E. Voorhies 
uae recently entered his 
Va 54th year as pub- 

‘ lisher of the Grants 
Bs : Pass Daily Journal, 
2 a longer record than 
can be claimed by 
any other Oregon 
newspaper man. 
Many tokens of con- 
gratulation were re- 
ceived by the 81- 
year-old dean of Ore- 
gon journalism... 

In St. Louis, Louis 
J. Hoffmann, business 
manager of the Star- 
Times, celebrated his 
40th anniversary with 
the newspaper by 
holding open house at 
his home. He was 
formerly the Star- 
Times’ circulation 
manager, and in 1936 
was president of the 
International Circu- 
lation Managers 
Assn... 

Viola Noble, ad- 
vertising and pub- 
licity director of 
Clarke’s in Tulsa, 
Okla., has gained dis- 
tinction from her 


at. eee | 


EDITOR’S PROOF—This 698-pound tuna bears ample 
proof that Louis Ruppel (figured sweater), editor of 
Collier's, had good fishing off Watch Hill at Mon- 
tauk, L. |., during a recent excursion from the Mon- 
tauk Yacht Club. Capt. Frank Tuma Jr. (left) and election as general 
his father were responsible for guiding Mr. Ruppel publicity chairman of 
to happy fishing grounds. the annual Tulsa 
Community Chest. 
She is not only the first woman ever to hold this post, but the first 
person to be appointed to handle the job for two successive years. .. 
Robert E. Harper, managing director of National Business Pub- 
lications Inc., will serve the Community Chest Federation in Wash- 
ington as chairman of the public relations advisory committee. . . 
Jean Carson Brown, publicity director of WBT and WBTV, Char- 
lotte, N. C., became Mrs. Howard Merry Sept. 2. William Scruggs 
of the station’s promotion department will be married to Mary 
Akers Sept. 15. On Sept. 23 cupid will again score at WBT with a 
double dart when Robert Rierson, assistant program manager, and 
Bobby McLeod, who is in charge of the mail room, go down the 
middle aisle... 


COOLER—Betsey Tyroler, secretary of the plans board at LeVally Inc., Chicago, is 
helped aboard by William L. Condy, assistant treasurer of the agency, as staff 
members prepare to take off for a lunch-hour cruise on Lake Michigan. 


Robin Jean Brisacher, who arrived Aug. 4 at Children’s Hospital, 
San Francisco, is the first grandchild of Emil Brisacher, president 
of Brisacher, Wheeler & Staff. The baby’s parents, Robert (secre- 
tary-treasurer of the agency) and Marge Brisacher, notified friends 
of the arrival by means of a little three-cornered “diaper-gram 
from the Busy Little Bs.’’.. 

Chicago friends will be glad to hear that Richard L. Wood, 
farm director, for KCRA, Sacramento, and his wife are parents 
of a boy named Craig DeHaan, born a couple of months ago. Mr. 
Wood was formerly an account executive at Foote, Cone & Belding 
and Western Advertising Agency, Chicago.. . 

Rowena Aitken, who left the advertising department of the J. L. 
Hudson store in Detroit to be publicity, promotion and advertising 
director for Lipman-Wolfe’s, Portland, Ore., has resigned to return 
East. She plans European travel and free-lance writing. .. Jeanette 
Cottingham, assistant promotion manager of Station KRNT, Des 
Moines, has been elected vice-president of the Des Moines Women’s 
Advertising Club... 
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“We have all forgot 
| more than we remem- 


then DOUBLECHECK the FACTS _ Nes. 


Of special interest to Of special interest to 
MANAGEMENT EXECUTIVES SALES & ADVERTISING MANAGERS...and... AGENCY EXECUTIVES 
} A virtually unduplicated market where Here are some facts which prove beyond the shadow of a doubt that there is a market of 
personal incomes total $5 billion is more than 350,000 substantial and well-to-do families among the richest in the country— 
ready to be tapped with great economy covered by one magazine with practically no duplication— 
| by every company engaged in selling U.S.News & World Report 
| quality products for use either in the nN 
| factory or the home—or in both. A report recently made by The 
Retail Credit Company shows: 


Your sales and advertising managers, 
as well as your advertising agency, 


$3,000 


wo t.., a ae 


; have available all the facts and figures and up 

which prove the or 95.1% of 350,000 guarantee 

Unique Position | 
- = 
3 a 
: of the country’s most unusual medium $5 000 ege | i 
: for quality advertising. ae up 2 62,150 Families one. 6 Oe” 


or 74.9% of 350,000 guarantee 


, In these mercurial times, a sound 
. selling strategy requires pin-point 
review every so often. 


a 


133,700 Families Average “USN&WR” Family Income: $13,557 
or 38.2% of 350,000 guarantee (Average Family Income—Entire U. S.: $4,018) 


Median “USN&WR” Family Income: $7,933 
(Median Family Income—Entire U. S.: $3,320) 


ik 
There are several indices other than incomes that indicate the high economic status of sub- 
scribers to U.S.NEWS & WORLD REPORT. 
For example: 


cg SE RTREEREERE ACETIC (average, $37,626) 

45,500 own corporation bonds..................4- (average, $14,258) 
253,750 hold government bonds...................+. (average, $10,118) 
115,500 own income producing property .............. (average, $34,176) 
315,000 carry life insurance .................. (average policy, $26,003 ) “a 

(U.S. average, $2,391) 


ane=< wet 


An important fact for every buyer of advertising space to have’constantly in 
the forefront of his mind: 


no other news magazine 
no other management magazine 
—and no combination of any of them— 
covers the same people who subscribe to 


AMERICA'S 


Class~ 
NEWS MAGAZINE 
* 
Note: Every advertising executive should have at his on request three Income Studies, made inde- 


fingertips the three-way proof of USN&WR pendently of each other—with the results from 
subscriber incomes. We will send immediately _all three paralleling each other closely. 


- | S.N ews & World Report ec 


WASHINGTON 


tte * USEFUL NEWS FOR IMPORTANT PEOPLE x 
vs Read for a purpose—by more than a million intelligent men and women in 350,000 homes 
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BH&G ASSISTANT EDITOR, Elizabeth 
Gilrain, drew big crowds for lecture on color. 


PABCO'S CALIFORNIA ORIGINALS were 
featured during Breuner's Better Homes 
Week. 


4 OSTER, EKCO AND SUNBEAM house- 
5 wares were played up in one of eight 
a window displays in Stockton store. 
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~ BREUNER’ 


“ _. SACRAMENTO, OAKLAND AND STOCKTON, CAL. 


DAYSTROM DISPLAY was one of 1 6 window. 


displays in Sacramento store that tied in 
with BH&G advertisers. 


GULISTAN BH&G AD, featuring Jacques 
Fath original, was reproduced in window 
display. 


CLARA DUDLEY OF ALEXANDER SMITH 
talks to interested audience in Oakland 
store. 


Sls a ’ sis lai shee eat aaa baat a aie Rig (Bie 
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Decides oa sae ae grey % 


* 70a, 
Luxumy expomne 


U. S. RUBBER KOYLON was featured in 
this special Breuner display. display and made sales for the B 


Department. 


10 MODEL ROOMS included this one de- 
voted to juvenile furniture and toys. 


HOME FURNISHINGS FASHION 
based on Better Homes & Gardens’ 
rial “Color Schemes—Personally You 


DURHAM CARD TABLES AND CHAIRS 
were promoted during Better Homes Week. 


KROEHLER FURNITURE window disp 
emphasized fine construction elements. 


I SOMERSET RE i POEL LE Pc eedhds . se 


ott wennals DMs Bee Teas ae ls Rt Sata it 
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Yes, when stores work with 
the magazine of greatest home 
influence — traffic pours in, 

sales shoot up! 


yi) ERE'S still further proof of 
8 ore, | Better Homes & Gardens 
>. me Ey ree f local impact— and the buying 
cal promotion Pac f activity of its 3,500,000 reader 
= worthy of | accel Nestrtaee a, ng / families. 
| repeating Rise ote iets sae soe Ij hi 
Pat ft ee Sees | This new evidence comes from 
——<~—” Breuner'’s in Sacramento, Oak- 
f land and Stockton, Cal. —who 
a SSS ly / staged a Better Homes Week . 
starting April 10. oe 
sant Dames . Taking suggestions from the 
a 3 editorial and advertising pages 
Be 9 of Better Homes & Gardens— 
Ne. of or aia ew Breuner's packed ‘em in with 
P decorating clinics, cooking 
No. of window displays.. =~ 6 | schools, celebrity appearances, 
and manufacturers’ demonstra- 
No. of special events .... tions and displays. 


Study these two pages carefully 
—and remember that Breuner’s 
are just three of the nine stores 
that profited from a Better Homes 
Week this spring. 
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P. §. Eleven more ton stores will 3'-Million Better Families 
hold a Better Homes Week this fall. : 
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Magazine Reviews 
Half Century of 
Scientific Gains 

New York, Sept. 7—The Sept- 
ember issue of Scientific Ameri- 
can, which went into the mails 
last week, is devoted to a review 
of a half century of scientific 
progress. The twentieth century, 
the magazine says, is “above all 
the age of science.” 

“For the two billion-odd human 
beings who inhabit the earth, the 
past 50 years,” it says, “have been 
sufficiently eventful. What has 
distinguished this half-century 
from all previous ones is not wars, 
runger, catastrophes or the clash 
of ideologies—from which no cen- 
tury in human history has been 
free—but a swift surge forward in 
man’s knowledge of the command 
of the physical forces of nature.” 


s The reviews of scientific prog- 
ress have been written by many of 
the most famous men in the world 
of science. The subjects covered 
are astronomy, physics, chemistry, 
geology, mathematics, genetics, 
biochemistry, physiology, psycho- 
logy and anthropology, with an 
over-all introductory article on the 
age of science by J. R. Oppenheim- 
er, famous for his work in the field 
of atomic energy, and now chair- 
man of the general advisory com- 
mittee of the Atomic Energy Com- 
mission. 

The issue marked a new high in 
advertising volume since the 
Scientific American was taken 
over and completely redesigned by 
a new group two and a half years 
ago under the direction of Gerard 
Piel as publisher. The total was 
62.5 pages, compared with 22 
pages in the corresponding issue 
of last year. 

For the first nine months of 
1950 it has carried 196 pages of 
advertising, against 97 pages for 
the same period in 1949. 


Universal Develops New 
Match Striking Strip 


Universal Match Corp., St. 
Louis, has developed a new 
striking strip for book matches 
which will not deteriorate from 
water or perspiration. The new 
process was developed more than 
20 months ago and since that time 
has been given numerous humid- 
ity and water tests. The strip will 
be colored gray for easy identity 
and will be used on all Universal 
match books. 


There’s only one fool-proof way 
to spot the magazine that gets in- 
tensive readership. Check the vol- 
ume of its mail order lineage. Ad- 
vertisers who key their copy to 
check actual sales don’t spend their 
dough in books that can’t produce 
profits—but fast. 

Foreign Service, the V.F.W. maga- 
zine, has been making money for 
hundreds of mail order clients. You 
can't ask for better proof of high 
level readership. 
€ 


aston Senet 


THE V.F.W. MAGAZINE 


10 East 43rd St., New York 17, N. Y. 


Schlitz Uses Red Bottle 


A 7-oz. red bottle has been intro- 
duced in Detroit by Jos. Schlitz 
Brewing Co, The new bottle is 
more light resistant than the con- 
ventional brown or clear glass 
bottles, according to company of- 
ficials, who claim it is the first 
Sa ee oy ee. bee a a 


Names Ley & Livingston 

Ley & Livingston, San Francis- 
co, has been named to handle ad- 
vertising for Mrs. Alison’s Cookie 
Co., South San Francisco. 


New Themes Used by 
Calvert: Budget for 


Reserve Jumps 50% 


New York, Sept. 6—Calvert Dis- 
tillers Corp. will increase its ad- 
vertising budget for Calvert Re- 
serve approximately 50% in a fall 
campaign scheduled to begin this 
month. A major portion of the ex- 
penditure will go into newspapers. 

Calvert Reserve copy will run 
in 425 papers in 264 cities, with 


Advertising Age, September 11, 1980 


ads ranging in size from 500 to 
1,500 lines. 

Copy themes that suggest drink- 
ers make a “60-second showdown 
taste test” will be continued from 
the spring campaign. Also in use 
will be the headline “Calvert chal- 
lenges comparison with any whisky 
at any price.” 

Full color ads in 11 magazines 
will show a bottle of Calvert on 
a floating tray in the sky over 
famous American scenes. The 
taste test will be included in the 
magazine ads. 


Car cards and outdoor adver. 
tising will be linked with the taste 
test and challenge campaign. 


s For Carstairs whisky, the com- 
pany will have copy in 244 papers 
covering 204 cities, including for- 
eign language papers. Carstairs ads 
will range from 100 to 522 lines. 

The campaign slogan will be 
“Think twice and you’ll buy Car- 
stairs.” Copy illustrations will 
show twins chosen from brand 
consumers. 

The same schedule of magazines 
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SOME 133 ADVERTISERS HAVE ALREADY FOUND THIS OUT. THEY’RE FAST GETTING ACQUAINTEyiris ing 
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INTiyi7H INDUSTRY'S TROUBLE-SHOOTERS. WHY NOT You? 


Advertising Age, September 11, 1950 


for Calvert Reserve will also run 
Carstairs copy. Car cards in 50 
transportation systems covering as 
many markets will supplement the 
print schedule with outdoor ad- 
ver tising. 
Lennen & Mitchell is handling 
advertising for both products. 


Frank & Seder Names Hayes © 


Leo F. Hayes, former sales pro- 
motion manager for Wise, Smith 
& Co., Hartford, has been named 
sales promotion and advertising di- 
rector for Frank & Seder, Philadel- 


phia department store. He succeeds 
Vincent C. Raab, who has been 
appointed downstairs advertising 
manager for John Wanamaker, 
Philadelphia. 


Rieger & Wollman Organized 


Henry V. Rieger, publicity direc- 
tor and sales promotion manager, 
and Louis ollman, advertising 
manager of the Hecht Co., Balti- 
more, have resigned to form their 
own advertising agency, Rieger & 
Wollman, at 1802 N. Charles St., 
Baltimore. The agency will open 
Sept. 15. 


‘Plastics Merchandising’ Will Start 
with Special 56-Page Preview Issue 


New York, Sept. 6—Plastics 
Merchandising, new monthly re- 
tail tabloid issued by the Breskin 
Publishing Co., scheduled for reg- 
ular publication Jan. 15 next, will 
come out with a 56-page preview 
issue Sept. 15. 

The preview issue of the new 
10%x14%4” letterpress tabloid will 
have a run of 10,000 copies and 
will carry about 20 pages of adver- 


tising by charter advertisers, Philip 
W. Muller, promotion manager, 
told AA. One-time b&w rate based 
on a minimum controlled circula- 
tion guarantee of 50,000 is $850. 

“The basic purpose of Plastics 
Merchandising,” Mr. Muller said, 
“is to give to buyers a complete 
monthly picture of the plastics 
market at the retail level, with 
special emphasis on available con- 


There’s a certain fellow in the ranks of industry who lives with trouble all day long. It’s his job 
to prevent it when he can... to solve it when it pops. 


His world is black and white. His answers, many times a day, are either right or wrong. There’s no 


middleground in his engineering mind because you can’t bluff a machine... 
you don’t argue with a power failure... you can’t air-condition a plant with diplomacy. 


Surprisingly, this key man is not too well known by many an advertiser or his salesmen. 

You don’t find operating engineers in the front office, often as not their names won't turn up on 
a mailing list. But along the road to a sale you'll find this maintenance man’s 

influence a mighty important weight. 


That’s why the still-new magazine OPERATING ENGINEER offers industrial advertisers 
such a fresh opportunity for new sales. This group of practical engineers 
never had a magazine of their own before...and no magazine ever had such warm welcome! 


Warm? The records indicate that no industrial magazine ever before gained so large a 
paid audience so fast. In little more than two years’ time 
OPERATING ENGINEER has grown to a circulation of over 25,000, ABC. 


Examine any issue and you'll see why. This is a magazine of practical mechanics, packed with 
“know-how” features of all the power services... electrical, steam, diesel, heating, 

and the host of other specialties that make up the operating engineer’s job. It’s a 

magazine filled with answers to equipment problems and presented with 

a picture-journalism unique in the industrial field. 


Result, over and over again these practical engineers say, “This is the only magazine I’ve found 
that writes the way I talk. Great job, keepit up.” From manufacturing plants, 

public buildings, from operating engineers in hospitals, laundries, and large hotels 

have come steady testimonials to unusual readership. 


@ ® 


BUSINESS... ard he loves it! 
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sumer plastics products and the 
methods of marketing them at the 
final point of sale.” 

Color will be used profusely 
throughout the paper, he said, in- 
cluding the editorial pages. 

Charles A. Breskin is publisher; 
Allan S. Cole, executive vice-pres- 
ident and advertising manager; 
Harold J. Highland, for the past 
eight years director of marketing 
and merchandising research, Inter- 
national Statistical Bureau, is 
editor; and Morton Bauman, for- 
merly managing editor of Apparel 
Arts, is managing editor. 


WWI] Signs New Contract 

WWJ, Detroit, has signed a new 
contract with radio and television 
engineers affiliated with the Na- 
tional Assn. of Broadcasting Engi- 
neers & Technicians, independent 
union, calling for pay increases 
ranging from $3 to $5.80. The con- 
tract provides for starting pay of 
$83.50 a week, and a top of $120 
after five years. Negotiations be- 
tween WWJ and the union were 
interrupted by a two-day strike 
which kept WWJ-TV dark for two 
days. 
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WESTERN EDITION 
ie 375,000 

aes . 
. 900,000 
FARM ond RANCH PUBLISHING COMPANY 


Noshville, fennessee — Dallas, Texas 
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Displays Stock Securities 


L. F. Rothschild & Co., New 
York, member of the New York 
Stock Exchange, has a display at 
the 59th St. corner of the Savoy 
Plaza Hotel featuring st.:k certif- 
icates. Shown is a selection of cer- 
tificates representing 12 important 
American companies which have 
paid continuous cash dividends 
for at least 30 years. Various book- 
lets dealing with securities also 
are on display. 


Becomes a Weekly 


American Aviation, Washington, 
which has been published on the 
lst and 15th of each month, now 
appears every Monday. Every 
other issue will be a news edition 
carrying no advertising, while al- 
ternate issues will contain adver- 
tising and the regular features 
heretofore carried on a _ twice- 
monthly basis. Effective Oct. 1, 
the subscription price will be 
raised from $3 to $5. 


TOY 


is a $300 MILLION Business! 


40 millien youngsters demand teys. Olstributors regularly reed 


TOYS AND NOVELTIES, “The Voice of the industry”. Contest us for further information. 


TOYS & NOVELTIES 


BELL BUILDING 
CHICAGO 1, itt 


Advertising Age, September 11, 10507 


oe 


WasHINGTON, Sept. 5—In the 
past three weeks, department store 
sales have shown signs of reaching 
a new plateau, about 10% to 15% 
above the 1949 level and about 
5% above the record 1948 sales 
level. 

For the week ended Aug. 26, 
Federal Reserve Board reports 
show that department store sales 
were 15% above the sales volume 
for the same period last year. 

In analyzing the figures, how- 
ever, it is important to note that 
all percentage changes are based 
on dollar volume, not unit volume. 
Thus price shifts which have taken 


Federal Reserve Figures on Department Store Sales 


place since the beginning of the 
Korean conflict may be reflected 
in the increased percentages. 

Temporarily, at least, sales in 
all Federal Reserve districts still 
are well ahead of last year’s vol- 
ume. 

Greatest increase among the dis- 
tricts was the 38% gain recorded 
in the Minneapolis area. The dis- 
trict gain was sparked by a sharp 
69% rise in St. Paul, which re- 
flects in part work stoppages in 
certain stores last year during the 
corresponding week. 

Southern and southwestern cit- 
ies, which experienced some of 


GREAT NAMES like 


ALL BUSINESS 
1S LOCAL 


WORLD LEADER IN AIR CONDITIONING 


Keep Purchasing Power Consistently High in 


SYRACUSE, N. Y. 


The name of Carrier Corporation, top-ranking manufacturer of air- 
conditioning equipment, is known the world over. Located at the Hub 
of the Empire State with ready access to world markets by all modes 
of transportation, Syracuse provides Carrier and many other manu- 


facturers of world-famous products with strategic location as well as 


efficient, economical sources of local supply from more than 400 


widely diversified industries. 


In turn, these industries, large and small, contribute to the prosperity 


of this ever-growing Central New York metropolis by maintaining steady 


employment and high wage levels—factors which make Syracuse a 


community of tremendous buying power. This is clearly reflected in 


monthly reports that consistently show Syracuse out in front in increases 
in department store sales in the second Federal Reserve District, includ- 
ing key cities in New York and New Jersey. 


SYRACUSE NEWSPAPER CIRCULATION 


provides blanket coverage of this highly responsive, all-important 
market. Now, more than 215,000 daily and 333,000 Sunday 
circulation presents the message of manufacturer and retailer to 


this great ready-to-buy, able-to-buy audience. 


For Complete Market Coverage 


(Evening) 


at ONE LOW COST... 


HERALD JOURNAL— POST STANDARD 


(Morning) 


HERALD-AMERICAN POST-STANDARD 


(Sunday) 


(Sunday) 


GENERAL ADVERTISING REPRESENTATIVES MOLONEY, REGAN & SCHMITT 


DEPARTMENT ST 
SALES INDEX 


Week to Aug. 26, ’50* p290 
Week to Aug. 19, ’50*..282 
Week to Aug. 27, ’49*..252 
Week to Aug. 20, ’49*..252 
Month of July, ’50*..p283 
Month of July, ’49*....218 


pPreliminary, 
*Not adjusted seasonally, 


the heaviest war-scare buying, 
now report declining consumer 
purchases. San Antonio, which 
rode the crest of the buying wave 
for more than a month, recorded 
a 3% loss during the week of Aug. 
26, as compared with the same 
week last year. However, it was 
the only city on the list to report 


a decline. 
% Change from ‘49 
Jan. Mo. Wk, 


Federal Reserve to of Aug, 
District and City June July 2% 
UNITED STATES ........ —t 30 15 


Boston District ... —? 18 ll 
New Haven 
Boston  occcccsceeee 
Springfield 
Providence 


New York District 


4 


cncesen = be + 


Syracuse 
Philadelphia District .... 
Philadelphia 
Cleveland District 
Akron 


Cincinnati ........ 
Cleveland .. 
Columbus 


seek ce LL LULL LL 


SSSSESS SESES SISSSEE SHKS SNASE ESERE SSSKSE Los SBRESBeR S 


Richmond District 
Washington 
Baltimore 
Atlanta District 
Birmingham 
Miami ........... 
Atlanta 
New Orleans 
Nashville ......... 
Chicago District 
Chicago 
Indianapolis . 
Detroit 
Milwaukee . 


Louisville 
St. Louis 
Memphis 
Minneapolis District .... 
Minneapolis 
> as 
Duluth-Superior 
Kansas City District ...... 0 
SIGE | Sivicicicccececericccsieseen —1 
Lf “ 
Kansas City . 
St. Joseph 
Oklahoma City 
Tulsa 


*Data not available. 


Reynolds Names Ingram V. P. 


Jonas H. Ingram, retired Navy 
admiral, has been elected vice- 
president in charge of executive 
sales of Reynolds Metals Co., 
Louisville. He has been associated 
with Reynolds since December, 
1949. 


DOUBLE te appea 


3 “¢@ 


VISUAL SALES MATERIAL 


of your 
ALBUMS OF CLEAR 
Wee acetate ENVELOPES 


Covers are made of good looking, durable 
Bestex artificial leather. Stocked sizes are 
9”x 11" and 11'1”"x 14”. Other sizes to 
order. Choice of Swing-O-Ring, Multiple 
Ring, and several other types of binding. 
Enhances and Protects your Presentation! 
Acetate envelopes also supplied separately. 
Ask for quotation. 


GLENFIELD PLASTICS, INC. 


- 35 DeWitt St., Beaver Falls, N. Y. 
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COLLINS, MILLER & HUTCHINGS, Ine. 


America’s finest photoengraving plant 


207 North Michigan Avenue, Chicago 
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Ad Council Issues 
Report on 8th Year © 


New York, Sept. 8—Pointing out 
that, in the Advertising Council, 
America has a weapon for war 
that it did not have before Pearl 
Harbor, Samuel C. Gale, chair- 
man of the council, released today 
the eighth annual report of that 
non-profit organization for the 
fiscal year 1949-50. The report was 
written “before Korea.” 

“It is important that business 
and advertising keep in mind this 
mechanism of persuasion already 
mobilized to serve the nation in 
any emergency,” Mr. Gale said. 

“Actually,” he pointed out, “we 
have already converted some of 
our peacetime campaigns to cope 
with the Korean crisis and un- 
doubtedly we will have to revise 
others, curtail some, and give top 
priority to new ones to help fight 
communism or any other force that 
may threaten our democratic way 
of life.” 

During the council’s eighth year, 
the current report shows, the vol- 
ume of public service advertis- 
ing which it sponsors ran higher 
than ever. National advertisers 
continued to support the public 
service campaigns through mag- 
azines, radio and television, and 
local advertisers stepped up their 
support through their home town 


newspapers. 


es During the fiscal year, 24 ad- 
vertising agencies contributed their 
services to the preparation of 
materials for the council’s cam- 
paigns on the American economic 
system, accident, fire and tubercu- 
losis prevention, better schools, 


overseas information, racial and 
religious tolerance, and similar 
subjects. 


Highlights of the report include 
such facts as these: 

Business papers contributed 774 
pages of advertising to the council; 
300 transportation advertising 
companies contributed 1,089,995 
car cards; 32 comics magazines 


circulation of 10,000,000 
messages On six cam- 
paigns; 362 companies ran 893 
council ads in company maga- 
zines; 1,000 consumer magazines 
contributed space each month to 
the council; newspapers stepped 
up their support, ordering 546,001 
council advertisements, compared 
with 466,000 in 1948; outdoor ad- 
vertising companies posted 47,591 
24-sheet posters in 10 council cam- 
paigns as well as 22,552 three- 
sheet posters; radio-television lis- 
tener-impressions for the year 
were estimated at 15,264,070,000; 
and major Sunday magazines car- 
ried special stories as well as ad- 
vertisements for various council 
projects. 

The Advertising Council, backed 
by American business and all fac- 
tors of the advertising industry, 
was mobilized early in World War 
II. From 1942 to 1945, it handled 
more than 150 war information 
campaigns. Since the war it has 
continued to conduct campaigns 
for the public welfare. 


Beech-Nut to Start 
Cartoons on Coffee 


CANAJOHARIE, N. Y., Sept. 8—A 
novel series of 100-line coffee ads 
will be launched by the Beech- 
Nut Packing Co. in 275 daily 
newspapers and 25 Sunday sup- 
plements beginning Sept. 14. The 
papers will carry the series 
through the end of the year. 

Beech-Nut officials said the 
campaign theme will be one never 
before used in promoting coffee. 
Each ad will feature a cartoon 
headlined “What a man will do 
for Beech-Nut coffee” and will 
show the man of the house cheer- 
fully performing a normally dis- 
tasteful task like scrubbing the 
floor because his day was begun 
with Beech-Nut. Copy will point 
out, “You can always depend on 
the same rich coffee satisfaction, 
pound after pound.” 

Kenyon & Eckhardt, New York, 
is the agency. 
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*800-MILLION 
AKRON MARKET 


ONE FOR 


ALL—Akron’s ONLY daily and 


Sunday newspaper is the ONE newspaper to 


reach ALL potential 


buyers in the rich, free- 


spending Akron Market. 


ALL FOR ONE—A Beacon Journal advertising 
schedule is ALL you need to do a thorough 


seHing job of the entire Akron Market. 


And 


best of all, you can do this selling job at ONE 


LOW COST. 


| John 8. Knight, Publisher 


5 


‘nted by STORY-BROOKS AND FINLEY 


Advertising Age, September 11, 1950" 
| of the cable, Videodex gradually 


8,500 Videodex Diary Keepers to Provide 
Data for New National TV Program Ratings 


Cuicaco, Sept. 8—The first na- 
tional Videodex ratings, covering 
August viewing from coast to 
coast, will be released soon, Jay 
& Graham Research Inc. has an- 
nounced. 

The report, to be issued month- 
ly, will contain individual market 
ratings for the 17 markets already 
covered by Videodex, plus a 62- 
market supplement report. To- 


gether they will yield a composite | gr 


national rating covering every ac- 
tive television market in the coun- 
try. 

The new national ratings will 
treat non-cable markets on a com- 
posite basis, Jay & Graham report- 
ed, providing advertisers, agen- 
cies and stations with a total U. S. 
audience index for their programs. 


a Using a total sample of 8,500 
TV homes, the Videodex combina- 
tion of diary and IBM records will 
supply clients with figures on the 


number of sets in use, program 
ratings, share of audience, and 
number of men, women and chil- 
dren viewers per set. 

The new Videodex ratings will 

cover the full telecasting radius of 
each market, and will include ur- 
ban, suburban and rural areas in 
each market. Also included in the 
62-market report will be rating 
information on sustaining pro- 
ams. 
In addition to the 17 individual 
markets already reported by Vid- 
eodex, plans have been completed 
to compile individual reports on 
three more markets—Atlanta, 
Louisville and Minneapolis-St. 
Paul. With these additions, all 
markets individually reported will 
be cable markets, with the ex- 
ception of Los Angeles. The Minne- 
apolis-St. Paul area is scheduled 
to go on the cable in approximate- 
ly a month. 


With the continued extension 


will add to its list of individually 
reported markets all multi-channe] 
markets where alternative time- 
buying situations exist. These re- 
ports are designed to serve in 
situations where the flexibility of 
spot, kinescope and film will come 
to bear most. 


Cobbler Promotes Rogers 


Paulann Rogers has been pro- 
moted from assistant to manager of 
the advertising, publicity and sales 
promotion department of Cobbler 
Inc., Los Angeles shoe manufac- 
turer. Marie Springer, who headed 
the department for the past ten 
years, remains as director of the 
company, and will work with Miss 
Rogers in an advisory and con- 
sulting capacity. 


Hoberman Joins WXYZ-TV 

Ben Hoberman, formerly assist- 
ant general manager of WELI, 
New Haven, Conn., and general 
manager of WDET-FM, Detroit, 
has joined the sales staff of 
WXYZ-TV, Detroit, as special rep- 
resentative. 
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Final FCC Ruling on Color 
TV Predicted by Spring 

WASHINGTON, Sept. 7—FCC peo- 
ple believe the color TV fight is 
finally headed for solution. They 
aren’t predicting the outcome, but 
they insist that the commission 
“decision” of Sept. 1 clears the way 
for a final color ruling by spring 
at the latest. 

They look at the Sept. 1 “de- 
cision” as something of an ulti- 
matum—either the industry comes 
chrough immediately with some- 
thing better or the color verdict 
goes to CBS. 

So far as FCC knows, the CBS 
system is still the only workable 
color system. However, General 


By STANLEY E. COHEN, Washington Editor 


Electric, RCA and Color Televi- 
sion Inc. are all claiming that new 
systems devised this summer are 
superior. 

Keep this in mind: The chief 
weakness of CBS color is “incom- 
patibility”’—it cannot produce pic- 
tures on existing sets without ad- 
dition of an adapter. FCC would 
overlook this shortcoming to get 
color. Before antagonizing 6,500,- 
000 set owners, however, it wants 
to be sure that it can never be 
accused of rushing into an in- 
compatible system without giving 
the industry every chance to pro- 
duce another. 

* = * 


The way military spending is 


mushrooming, consumer goods pro- 
duction—including color TV—may 
be out of fashion by early 1951. 
Military orders are going out so 
fast that Congress had to pass spe- 
cial legislation authorizing expen- 
diture of $16 billion yet to be 
okayed by the Senate appropria- 
tions committee. It looks as if 
military programs will have a far 
greater impact on many consumer 
goods items than original esti- 
mates indicated. For example, ra- 
dio manufacturers were told to 
anticipate about $1 billion in elec- 
tronics orders. That meant about 
25% of the industry’s capacity. 
Now the industry learns that it will 
get another $2 billion in orders 
under separate aircraft contracts. 
© . * 

The Commerce Department 
hopes that a general priority cov- 
ering all military items will be 
enough to get munitions industries 
through the next few months. But 
there already is a cloud on the 
horizon. Railroads would like spe- 
cial steel allocations for freight 
cars. If they have their way, Com- 


merce will inevitably hear similar 
pleas from other steel users, partic- 
ularly makers of mining and agri- 
cultural machinery. Bernard Bar- 
uch once stated the case by saying 
that when you give a priority to 
one man you take the material 
from another. Once you begin to 
allocate you inevitably get into 
the position where you allocate 
everything. 
* * 

The Defense Production Act of 
1950 grants vast powers. On the 
other hand, it contains numerous 
safeguards suggested by industry 
people who remembered wartime 
controls. In allocating materials the 
President is supposed to give all 
industry members a fair share, In 
fixing prices he must not require 
grade labeling or change estab- 
lished business practices. Nor is 
he permitted to require any re- 
tailer to confine his sales to the 
lowest price line he handled in a 
prior period, Retail groups spon- 
soring this amendment said it 
would protect small dealers. They 
contended that low priced lines 
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often become unobtainable and 

that small dealers might be dam- 

aged unless they are allowed to 

“move up” into higher priced lines. 
a © - 


This year’s tax bill is only the 
beginning. Excess profits taxes 
and taxes on co-ops will be up for 
discussion in January. And if the 
administration has its way there 
will also be another stiff hike in 
personal income and regular cor- 
porate tax rates. The Federal Re- 
serve Board and the Treasury may 
quibble over interest rates, but 
they are eye to eye on this—that 
high taxes are the best antidote 
for inflation and that pay-as-you- 
go is the best tax policy for a na- 
tion in a state of semi-mobiliza- 
tion. 

« e 7 

Treasury’s fall bond drive dur- 
ing November will be designed to 
build payroll savings plans in the 
nation’s leading industries. Sup- 
porting newspaper, radio and mag- 
azine copy will be based on hard 
hitting self-interest themes. Fu- 
ture savings bond drives will prob- 
ably pitch into the fight against 
inflation but basic policy decisions 
are still to be made. 


Kirk Takes Over PR Concern 


Mrs. Lillian Kirk, an account ex- 
ecutive of Adam F. Eby & Associ- 
ates, Buffalo, has taken over Pub- 
lic Relations Associates, Buffalo, 
a publicity and public relations 
concern founded by John T. Foster. 
Mr. Foster is moving to Enid, 
Okla., to become news editor of a 
weekly newspaper. 


Ritter Has New Container 


P. J. Ritter Co., Bridgeton, N. J., 
has adopted a new container for 
Ritter tomato juice. The product 
will be packaged in a decanter 
that can be used at the table and 
as a refrigerator bottle. It will also 
serve as a lamp base and flower 
holder. 


: a NEW WAY © 
- to tell: your _ 
- story sd 


BUILD YOUR: SALES 

_ PRESENTATION INTO. 

| A COLORFUL, — 
 ALL-PLASTIC BROCHURE | 


To add new sparkle, permanence = 
and appeal to your sales presen- 

_ tation, here's the latest word in - 
sales brochures. Your’ story is 
‘permanently and colorfully © 
printed directly intodurable — 
plastic sheets in loose-leaf form. — 
This creates a distinctive. and 
lasting sales portfolio that's easy 
to keep spbtless and will not © 
‘‘dog-ear’’ It's different—it's | 
dynamic—worth4ooking into . 
today. 

Write for samples and 

7a complete details. — 

5 The SILLCOCKS-MILLER Company 
Pioneers in Plastie Fobrication Since 1910 _ 
WW West Parker Avenue, Meplowoed, N:3. od 
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‘Public Relations Journal’ 
Launches New Format 

Public Relations Journal, New 
York, has new standard 8%x 
11%” format being introduced 
with the September issue. 

The magazine will be divided 
into two sections. The first will 


treat subjects of general public re- 
lations interest, and the second 
will be devoted to news of ac- 
counts, programs, and people en- 
gaged in public relations work. 
This section also will cover activ- 
ities of the Public Relations So- 
ciety of America and its ten 
chapters. 
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Employe Communications 


How te Win Friends Among Your Workers 
By Rozert Newcoms and Marc SAMMONS 


e@ One of the more active parlor 
pastimes in the field of employer- 
employe relations is guessing 
what’s gone sour with the sugges- 
tion system. Books have been 
written about suggestion systems, 
and conferences are common, but 
it still seems necessary to keep 
shooting the employes in the arm. 

The reasons suggestion systems 
don’t work are three in number, 
and this will save you a great deal 
of reading on the subject: (1) 
Management hasn’t established 
the system on a sufficiently sin- 
cere basis so that employes be- 
lieve suggestions are wanted; (2) 


The program is too often entrusted 
to somebody with too much else 
to do; (3) The company doesn’t pay 
enough for a good idea, and that 
could very well be number one. 
The whole idea of suggesting 
something to management is badly 
encrusted with employe suspicion. 
The employe, laboring over his 
workbench at home or slaving at 
the kitchen table with pencil and 
paper long after his bedtime, al- 
ways has the notion that his sug- 
gestion is the best ever submitted; 
it is always worth more, to his 
view, than he will ever get for it. 
In spite of all the sound evidence 


ASK OUR DEALERS THIS OPEN QUESTION" 


‘IN WHAT FARM PUBLICATION WILL 
OUR ADVERTISING MAKE THE 
MOST SALES FOR YOU?’” 


Closed-question surveys can give you little real infor- 


mation. A survey that asks which of four listed farm 
publications the dealer likes best is nothing more than 


that his suggestion has been made 
before or tried before and found 


wanting, he will feel that he has 


been victimized. He has no qualms 
about distributing his bitterness 
among his fellow-workers. 


e The program at Bell & Howell, 
Chicago, seems to have anticipated 
a great many of the gripes com- 
mon to suggestion systems. Its 
highlights are these: 

(1) The company has issued a 
highly readable and persuasive 
booklet called “It’s a Fifty-Fifty 
Deal.” The title is explained in a 
subtitle which indicates that the 
company and the person making 
the suggestion divide equally the 
saving the suggestion creates. 

(2) Employes are encouraged to 
turn their job knowledge into cash 
benefits for themselves and sav- 
ings for the company. One out of 
four employes has participated in 
the plan, and the average award 
amounts to more than twice the 
national average. 

(3) Employes submit sugges- 
tions directly to the company’s 
president. Attractive stationery is 
furnished the idea men and the 
label “Suggestioneering” has been 
made a part of the plant vocabu- 
lary. Anyone who submits an idea 
is entitled to be a “Suggestioneer’”’. 
Employes who, during a year, have 
three suggestions accepted or who 
offer one suggestion resulting in a 
$1,000 saving receive the “Sug- 
gestioneer Pin.” The pin is an at- 
tractive affair, worn proudly in 
several B&H lapels. 

(4) The program is being 
needled and prodded constantly. 
It is ballyhooed on the plant bul- 
letin boards and in the employe 
publication. It is supervised by 
people who have been given the 
time to do the job. Investigations 
of suggestions are thorough. When 
an employe is turned down he 
learns promptly what was wrong 
with his suggestion, and is warmly 
encouraged to try again. 

The best authority on sugges- 
tion systems is a book called “Get- 
ting Results from Suggestion 
Plans,” written by Herman W. 
Seinwer‘h and published a couple 
of years ago by McGraw-Hill. The 
best case study program, in this 
department’s opinion, is at Bell & 
Howell. Between them any com- 
pany should do all right. 


Weston Names Denton A. M. 


Charles B. Denton has been ap- 
pointed advertising manager of 
Weston Electrical Instrument 
Corp., Newark. He was with the 
company’s advertising and sales 
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worth listening to. Ask them. 


WORTH « SALES! 
| 
: ; Wake up! 15 million American Negroes 
. — buy food, drinks, drugs, cosmetics, 
~~ other products. They have 10 billion 
: “~ dollars to spend! Tell them what you 
i A. B t./ : have to sell. The best way is through 
Sa 4 . Race publications, the Negroes’ own 
. : Ye) newspapers and magazines. Through 
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which 
one 
would 
you 
rather 
go 


home 


to? 


Ask even your best friend and you may find yourself quibbling over his choice. 
But for an advertiser, there’s only one choice—the lady in the lower left corner. 


Who is she? She’s a young married woman with a family. She’s under 23, so she’s not 
been married very long. Her buying habits are still flexible — and she’s going to be 
doing lots of buying from now on, for her new home, her new family. 


How do you reach her? Through the pages of the magazine she reads — Modern 
Romances. 


Over 3 million women read Modern Romances, and their 
median age is 23 years. 77% of them are married, with most 
having their first child by the time they’re 20. 


As an advertiser, you know the value of getting home to this 
important young married-woman market. And Modern Ro- 
mances takes you into the homes of the youngest married 
market of all! 


get the whole story about 


america’s youngest married woman audience 
Dell Publishing Company, Inc., 261 Fifth Avenue, New York 16, N.Y. 
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Tourists Spent $50 
for Every $1 Spent .; 


on Connecticut Ads » 


Hartrorp, Sept. 7—The Con- 
necticut State Development Com- 
mission placed $11,000 worth of ad- 
vertisements in five New York 
newspapers in the fiscal year 
1949-50 to attract vacationers to 
the state. 

The people who wrote to the 
commission after reading the ads 
spent $550,000 in Connecticut this 
past summer, the commission re- 
ports. 

The commission said that al- 
though the figures suggest a re- 
turn of 50 times the original in- 
vestment, it probably was even 
higher, because there is no way 
of determining how much was 
spent by vacationers who were 
attracted by the ads but never 
wrote the commission. 

The -total income of the vaca- 
tion industry in Connecticut dur- 
ing the fiscal year just ended was 
$21,000,000, according to the com- 
mission. Other funds, totaling $32,- 
000, were spent last fiscal year 
to attract industry to Connecticut. 
This fiscal year, the state will 
spend $42,809 to promote both in- 
dustry and the tourist trade. 


Enright and Cleary Form 
New Representative Concern 


Frank J. Enright & Associates, 
publishers’ representative, has 
formed a partnership with Richard 
E. Cleary. The new company will 
be known as Enright & Cleary, 
publishers’ representative, with 
offices in the Union Bldg., 1836 
Euclid Ave., Cleveland. Enright & 
Cleary will cover the Ohio, eastern 


Frank Enright 


Michigan and western Pennsyl- 
vania territories. 

Mr. Enright has been operating 
as a publishers’ representative for 
the past seven years. Mr. Cleary 
for the past five years has been 
Cleveland district manager of 
Metal-Working, a Sutton publi- 
cation. 


2 LEADERS 
IN FLORIDA 


St. Petersburg — and 
The TIMES 


105,930 population for St. Peters- 
burg's City Zone as of July 1. 
Corporate area UP 57% over 
1940... THAT IS REAL GROWTH! 


The St. Petersburg TIMES also 
leads, (1) with MORE advertising 
lineage than any other Florida pa- 
per except one (that one ranked 
5th in the U.S.); (2) with FULL and 
complete circulation to a reader- 
ship that is responsive AND pro- 
ductive for advertisers. 


ST. PETERSBURG - FLORIDA 
eo” TIMES =~ 
R by 


epresented 
Theis & Simpson Co. Inc. 


New York « Chicago © Detroit « Atlanta 
V. J. Obenaver, Jr. in Jacksonville, Fla. 


Printer Changes Name 


Hankel Printing Co., Chicago, 
P ‘g@ecome Hankel-Pfister Print- 

Co. Richard T. Hankel is pres- 
fdent of the newly named corpor- 
ation. C. Eugene Pfister, who for 
thexpast 31 years has been with 
Magill-Weinsheimer Co., Chicago, 
printing and engraving concern, 
as vice-president, and director, has 
been elected exe € yice-presi- 
dent of Hankel-Pfister2Other of- 
ficers are Otto G. Hafikel, vice- 
president, and Samuel Lé@. Vine, 
secretary and treasurer. 


Hershel Opens Drive 
in 57 Newspapers 


for Tomato Paste 


San Jose, CAL., Sept. 6—A total 
of 57 newspapers in 43 major mar- 
kets will be used by Hershel Cal- 
ifornia Fruit Products Co. here in 
a new advertising campaign be- 
ginning next month. 

This will be the largest cam- 
paign for its Contadina tomato 
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paste Hershel has ever used. 

Copy for the advertisements, 
which will run over a 10-week 
period, will feature a long list of 
movie stars and their favorite 
dishes to focus attention on the 
“versatility and economy of to- 
mato paste in all recipes calling 
for tomatoes.” 

Each ad will offer a free Con- 
tadina tomato paste recipe book. 

In addition to the newspaper 
campaign, Contadina will run a 
series of fall and winter inser- 


tions in American Home, Family 
Circle, Woman’s Day and Wo- 
man’s Home Companion. 
Brisacher, Wheeler & Staff, San 
Francisco, is the agency. 


Imperial Oil Names Gibson 
Imperial Oil Ltd., Toronto, has 
appointed John E. Gibson adver- 
tising and sales manager, succeed- 
ing George W. Mills, who has re- 
tired after 47 years. Mr. Gibson, 
formerly in the company’s market- 
ing department, will direct all ad- 
vertising and sales promotion. 
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KRNT Appoints Two 

KRNT, Des Moines, has appoint- 
ed Robert Paul to its sales staff, re- 
placing Carter Reynolds, who re- 
signed to become sales manager of 
a Des Moines heating concern. Mr. 
Paul formerly was salesman and 
radio advertising director with a 
local jewelry concern. Chuck 
Shields, member of the KRNT 
continuity department for three 
years, has resigned to become copy 
and script writer with Bozell & 


Artkraft Names Edelmuth 


David L. Edelmuth has been 
named vice-president in charge of 
sales of Artkraft Mfg. Corp., Lima, 
O., manufacturer of refrigeration 
products and neon signs. He suc- 
ceeds William M. Reed, who re- 
cently resigned as vice-president 
and general sales manager. 


Wolaver Opens New Agency 


David G. Wolaver has opened, 


his own advertising agency, David 


‘Post-Dispatch’ 
Issues New Annual 
Chicago Directory 


Cuicaco, Sept. 7—The St. Louis 
Post-Dispatch has issued its an- 
nual card directory, containing the 
names, addresses and telephone 
numbers of Chicago advertising 
agencies, publishers’ and radio 


Jacobs’ Omaha office. He is suc- 
ceeded by Jack Magerrall. 


G. Wolaver, 
Cleveland 15. 


1220 Huron Rd., 


station representatives, transcrip- 
tion producers, radio stations and 


networks, and other allied inter- 
ests. 

Seventeen agencies have dis- 
appeared from this year’s list, 
while 18 new agency names have 
been added, for a net gain of one. 
There are 21 additional publishers’ 
representatives on this year’s list, 
while 9 names have disappeared, 
for an increase of 12. 


# The number of companies listed 
in the different categories during 
the past three years are shown in 


You... you... YOU — the magic word 
in letter writing! The experts seldom over- 
look it — the rest of us realize its power. 


In this newest booklet Dr. Aurner, head of 
our Better Letters Division, gives a profitable 
reminder to the most advanced professional 
correspondents, and concrete help to thou- 
sands of executives with whom letter writ- 
ing is only one of many very important duties. 


It’s just a continuation of our better-letters 
service, now in its 3rd year — a service to 
help you put words that pay on paper that 
pays — paper “by FOX RIVER.” 


4 ways to better ue 


= 
.  feenter, Better Letters Dik 

| fax Giver Peper Corpenttion 
Author ef the Moles Abad 
Mail bookiow, Di. Aurner 
| @ aationally-recogmired Secret’: 
| guthostty. Por 8 genre te - 
, Was ooking profesor of 
| business administration et 4 
member of the Lectone Buse 
lecter woeithag are widely 
used. He bes helped thaeganell 


of successint Dying een, 
He cam kelp you. oS 


booklet by the producer of 
fine business papers watermarked... 


University of Wisconsin. and. 


His many books om the ace of ‘ 


Less than 1¢ More 


Think of it! .. . you could 
be using letterheads on the 
cheapest newspaper stock 
... Still you could not pos- 
sibly spend over 1¢ extra per letter even if 
you switched to letterhead and matching 
envelope of the finest paper made — crisp, 
permanent, brilliant-white FOX RIVER of 
100% cotton fiber! 


Smaller costs ranging downward in 75, 50, 

and 25% grades. Samples with free Big YOU 

booklet. Put mere pay in what you say. 
> 


Vg 


1124 
SO. APPLETON ST. 


Fox River 


Cotton-fiber Bond, Onion 
Skin and Ledger ‘‘by Fox 
River’’ — crisp, clear and 
sturdy fine paper that rep- 
resents you well, 


Ban 
Fox River |{ilvi| Fine Papers 


VISION 


(Please mail this coupon with your letterhead), 


FOX RIVER: Please send newest free 
booklet “Dictate with a BIG You.” 


CI! am also interested in other helpful better- 
letters-literature you are publishing. 


APPLETON 
WISCONSIN 
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the following tabulation: 
1950 1949 1948 


Agencies 244 243 233 
Publishers’ Repr. 304 292 293 
Station Repr. 39 «639 ~=— 336 


Transcr. Cos. 12 13 14 

Only one name was added to the 
radio and TV station listing— 
WNBQ, the National Broadcasting 
Co.’s Chicago television station. 

Copies of the directory may be 
secured from the St. Louis Post- 
Dispatch office in Tribune Tower, 
Chicago. 


Plans Men's Sweater Drive 


Dorothea Knitting Mills Ltd., 
Toronto, will use full-page, four- 
color rotogravure insertions in a 
weekend paper this fall and winter 
for its Parkhurst brand of men’s 
sweaters. Muter, Culiner, Frank- 
furter & Gould, Toronto, handles 
the account. 


NBC Names James M. Gaines 


James M. Gaines, director of 
National Broadcasting Co.’s owned 
and operated stations, has been 
named vice-president by the NBC 
board of directors. 


Are you immune to 


Ochlophobia ? 


Ochlophobia (“a morbid fear of 


crowds”—Webster ) can strike anyone. 


Afraid people are taking your 
name in vain? Scared people who 
ask for your brand will find they have 
to wait for delivery? Cut out adver- 
tising! Let them wait for somebody 
else’s stuff instead. 


Afraid people hate you? Because 
you've sent your dealers more custom- 
ers than goods? Stay under cover! 
The re-orders will peter out. 


Afraid? Planning to hide your brand 
name under a bushel—lose the con- 
sumer and retailer friendships you’re 
going to need like crazy some day? 


A business can die of ochlophobia. 
Don’t catch it! Make sure America’s 
smartest crowd of brand-conscious 
upper-income families* and promo- 
tionally-minded retailers** keep on 
wanting your product! 


*2,560,000 readers—4.5 per copy—in- 
cluding 90,000 families with incomes 
exceeding $25,000 a year. 


**50,000 subscribers in the retail 
trades alone—more than for any other 
national magazine. 


Advertise in 


House Beautiful 


the magazine that sells 
both sides of the counter 
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Cost of Circulation 
Promotion May Get 


New Tax Treatment 


WASHINGTON, Sept. 5—A liber- 
alized tax treatment of publishers’ 
circulation promotion costs s/has 
been written into the tax bill being 
debated by the Senate. 

As amended by the Senate’s fi- 
nance committee, the bill would 
permit publishers of newspapers 
and other periodicals to treat the 
cost of “maintaining, establishing 
and developing” circulation as a 
current business expense for tax 
purposes. The right would be ap- 
plied retroactively to taxable years 
beginning after Dec. 31, 1945. 

Existing regulations of the 
Bureau of Internal Revenue allow 
publishers to deduct “ordinary” 
circulation costs in calculating tax- 
able income. Generally, however, 
the bureau has insisted that un- 
usual promotion expenditures, 
such as those incurred in launching 
a new publication, be classified as 
capital investment and amortized 
over a number of years. 

In a period of high profits, it 
would be advantageous for pub- 
lishers launching new publications 
to handle promotion expenditures 
as current expense. 

A similar proposal was intro- 
duced unsuccessfully in 1944 by 
Sen. Kenneth Wherry (R., Neb.). 


CBS Names Paul Pierce 


Paul Pierce has been named 
director of program writing for the 
Columbia Pacific Network. He re- 
places Cran Chamberlain, who re- 
signed recently. Mr. Pierce has 
been free-lancing as a radio pro- 
ducer-director. He was with CBS 
in 1942, and had just recently re- 
joined the net. 


Audio Account to Hauptman 
Audio Instrument Co., New 
York, designer and manufacturer 
of specialized laboratory audio test 
instruments and equipment, has 
laced its advertising with H. W. 
Tecptmen Co., New York. 


Protas Joins Bernbach 

Judith C. Protas, former divi- 
sional advertising manager of 
furniture and senior fashion copy- 
writer at Macy’s, New York, has 
joined the copy staff of Doyle Dane 
Bernbach Inc., New York agency. 


“ 
we don’t have 


sway down there, We’. 
any entree ourselves 


Schwimmer & Scott Named 

Citrus Products Co., maker of 
Kist beverage concentrates, and 
Great China Food Products Co., 
both of Chicago, have appointed 
Schwimmer & Scott, Chicago, as 
their agency. 


Adoma Moves Sales Office 

Adoma Publishing Co., New 
York, publisher of Modern Sta- 
tioner, Modern Retailing and 
Efectos de Escritorio, has moved its 
Chicago sales office to 111 W. 
Jackson Blvd. 


Joins Einson-Freeman 

Einson-Freeman Co., New York, 
lithographer, has added Stuart V. 
Weissman, formerly assistant dis- 
play director of Gibraltar Cor- 
rugated Paper Co., as a member of 
the sales staff. 


Goodrich Moves Offices 

Dan Goodrich Advertising, an 
industrial agency specializing in 
petroleum equipment advertising, 
will move its offices to 605 Texas 
Bank Bldg., Dallas, effective Sept. 


1 15. 
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; Gilfillan Starts Campaign 


Gilfillan Bros. Co., maker of ra- 
dio, TV and electronic equipment, 
has launched an ad campaign in 
trade publications and magazines 
under the direction of Erwin- 
Wasey’s Los Angeles office. 


Berkshire to Lowell Agency 

Berkshire Game Farm, New 
York, breeder and packer of game 
birds and delicacies, has appointed 
Mortimer Lowell Co., New York, 
for advertising in national maga- 
zines and business papers. 


74,826 Sets in Bay Area 

There were 74,826 television sets 
in use in the San Francisco Bay 
area as of Aug. 1, according to the 
San Francisco Television Stations 
Committee, sponsor of the monthly 
survey. 


KITO Appoints Flanigan 

J. J. Flanigan has been named 
president and general manager of 
KITO, ABC affiliate in San Bern- 
ardino, Cal. He replaces George 
Lindman, now manager of KPOA, 
Honolulu. 


The Los Angeles 


Monthly Grocery 


Sales Audit 


Is Now 
Available! 


For full details write us direct or contact 
your nearest Moloney, Regan and Schmitt office 
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Dealers Pick Kuhn Agency 


Security Dealers of Portland, 
Ore., an organization of 16 invest- 
ment concerns in the city, has 
named Randolph T. Kuhn, Port- 
land, its agency. The first of a 
series of new gd ads is ap- 
pearing curren 


Geyer Agency Picks Wacker 

Geyer, Newell & Ganger, De- 
troit, has appointed C. Watts Wack- 
er, formerly with Batten, Barton, 
Durstine & Osborn, as media di- 
rector. 


H. S. Rand Opens Office 


Harold S. Rand has opened of- 
fices in the Reynolds Arcade Bldg., 
Rochester, N. Y. He will serve in 
the fields of industrial public re- 
lations, industrial marketing and 
product promotion. Mr. Rand was 
formerly public relations director 
for the city of Rochester. 


Closes Los Angeles Office 
Botsford, Constantine & Gard- 
ner has closed its Los Angeles 
office to consolidate California 
activities in San Francisco. 


Cuicaco, Sept. 7—It’s no longer 
true that “you don’t have to be 
crazy to be an advertising man, 


son, formerly with Simmons Co. 
and now on the advertising staff 
of Ceco Steel Producis Corp. 
Mr. Dickinson claims a modern 
approach to finding good admen is 
practically to have them psycho- 


but it helps.” So says Jim Dickin- | 


Have to Be Psychoanalyzed If You Want 
an Advertising Job, Says New Ceco Adman 


analyzed. After taking a warm-up 
battery of tests he had to wade 
through three interviewers and 
finally spend a day at the Chi- 
cago Psychological Institute tell- 
ing what he saw in ink blots, hav- 
ing electrical charges sent through 
him, counting blocks, identifying 
faces, and trying to match twins 
without Toni waves. 


WHO feeds the hungry Los Angeles market? 


WHERE, what and how much food do these 
millions of people buy? 


HOW many of them prefer YOUR product, 
or your competitor's? 


YOU CAN GET this vital marketing and sales information! Don't 
guess how food sales are in the big Los Angeles market .... KNOW! 


YOU'LL GET the answers accurately and honestly in the NEW 
Los Angeles Monthly Grocery Sales Audit. Now available through... 


The Los Angeles Evening 


HERALD-EXPRESS 


Los Angeles’ BIG_ 
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“NEWSpaper 


Represented Nationally a peg Regan and Schmitt 


The company behind all the 
“personal inquisition” was Ceco 
Steel. Don Poor, advertising man- 
ager, explains it this way: “Ceco 
follows the principle of stressing 
engineering excellence and exact- 
ing care in all jobs. So when it 
came to making an addition to our 
advertising staff we wanted to 
examine the material.” 

Without commenting on what 
the tests indicated, Mr. Poor an- 
nounced that Mr. Dickinson is now 
on the Ceco Steel advertising team. 


CFCF Appoints Hammond 


J. Allan Hammond, with Station 
CFCF, Montreal, since 1940, has 
been named manager of the sta- 
tion. He succeeds Gordon Keeble, 
who has been appointed manager 
of S. W. Caldwell Ltd., Toronto, 
broadcast advertising. 


Stroh Names Wagoner V.P. 


Stroh Brewery Co., Detroit, has 
appointed H. S. Wagoner as vice- 
president and sales manager, ef- 
fective Sept. 15. He formeriy was 
director of sales of Blatz Brew- 
ing Co., Milwaukee. 


Business 
in a 
Warm War 


“Can we deliver the goods?” is 
the question that concerns 
Russia more than anything 
else. The $11 billion in lend- 
lease military equipment ship- 
ped to Russia during World 
War II showed them beyond 
any doubt that production wins 
wars and that the U. S. assem- 
bly line, in fact and as a sym- 
bol, can be more powerful than 
the Communist party line. 

Our Foreign Policy, depen- 
dent as it is on the ability of 
the U. S. executive to stand 
and produce, is presenting man- 
agement with business head- 
aches that assume new dimen- 
sions. 

An analysis of the current 
problems and opportunities 
facing the industrial executive 
together with a check list of 
scarce materials and concrete 
suggestions for Warm War 
Policy-making starts on page 
38 of this issue. 

It is timely articles such as 
this dealing with practical, 
manufacturing problems that 
have been responsible for the 
increase in circulation to the 
point where Modern Industry 
is guaranteeing a net paid of 
60,000 ABC average for the 
first six months of 195]. An 
executive acceptance record 
unequalled by any other maga- 
zine in the manufacturing field. 

To reach top manufacturing 
executives, advertise in Mod- 
ern Industry. It is your best 
buy. 


Modern 
Industry 
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PRINTING PRODUCTS CORPORATION 

Sow e See ere Dene od 
elise cgre™ es 
PROPER QUALITY «+ QUICK DELIVER 


We Solicit Your Printing Orders and Will serve Yee Well 


Punting Products Crnpration 
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Catalogues, Publications and General Printing in One or More Colors 
Telephone WAbash 2-3380 — Local and Long Distance 
Polk and La Salle Streets 


ye RIGHT PR 


Chicago 5, Illinois 


i 


| Canadian National's 


PR Chief, Walter 


'Thompson, Retiring 


MONTREAL, Sept. 5—Walter 
Scott Thompson, C.B.E., who for 
more than a quarter of a century 
has been director of public rela- 
tions of the Canadian National 
Railways System, will retire when 
he reaches the age of 65 on Oct. 
22. 

As public relations director of 
the continent’s largest transporta- 
tion system, which embraces rail- 


roads, steamships, hotels, tele- 

(The Former Rogers and Hall Co.) graph, express and subsidiary 
LETTERPRESS AND OFFSET LITHOGRAPHY companies, Mr. Thompson has 
PRINTERS headed a department responsible 

Artists Engravers Electrotypers Offset Lithography Plates for all phases of public relations 


including advertising which av- 
eraged more than $1,000,000 a 
year. 


He entered the transportation 
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field in 1914 to head the press de- 
partment of the Grand Trunk and 
Grand Trunk Pacific Railways, 
after several years’ reportorial ex- 
perience both in Fleet St., London, 
where he worked on the St. James 
Gazette, the Daily Express, and 
the Evening Standard & Observer, 
and in Montreal, where he was 
news editor of the Montreal Her- 
ald. 

In 1922, he was appointed di- 
rector of publicity of the Can- 
adian National Railways and as- 
sociated enterprises, which at that 
period included the Trans-Canada 
Air Lines. 


Andoff Joins ‘La Ferme’ 


La Ferme, French farm paper 
published in Montreal, has named 
Dan Andoff, formerly on the ad- 
vertising staff of New Liberty, 
Toronto, as Ontario manager. Mr. 
Andoff will be located in Toronto, 
where an office will be opened 
shortly. 
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Educational Video 


Programs Can Build 
Audience, Says Meck 


PLymMoutTH, INp., Sept. 6—Tele- 
vision broadcasters should im- 
mediately undertake activities de- 
signed to promote the public wel- 
fare “before the patterns of pro- 
gramming have become rigid and 
the cold hand of 100% commercial- 
ism brings slow death to this op- 
portunity,” according to John §S. 
Meck. 

Mr. Meck, president of John 
Meck Industries, Plymouth, Ind., 
and Scott Radio Laboratories, Chi- 
cago, made the statement in a 
letter to the Television Broad- 
casters Assn. 

He said that “radio broadcast- 
ers in recent years have been liv- 
ing in a cauldron of criticism be- 
cause they sold their time to the 
highest bidders and neglected 
their tremendous opportunities for 
public service through raising the 
standards and tastes of their au- 
diences.” 


@ He argued that TV broadcast- 
ers have a great opportunity for 
performing public service func- 
tions and urged that they begin to 
make their facilities available to 
local school systems and develop 
Saturday morning educational pro- 
gramming. 

The public service program- 
ming would be profitable, Mr. 
Meck insists, because “children 
have always been the best sales- 
men of television. Exposing all 
children to regular TV shows is 
the surest way to convince parents 
that they must have a set in their 
homes, thereby increasing the au- 
dience.” 


Shows Rise in Spending Power 


According to the Index of Dis- 
creiionary Spending Power, issued 
by the division of marketing and 
research, Macfadden Publications 
Inc., average weekly earnings in 
manufacturing were up more than 
$1 per week during the second 
quarter of 1950 as compared with 
first quarter figures, and added 
close to $12,000,000 to the workers’ 
weekly purchasing power. With 
the DSP index for wage earner 
families more than 20% above this 
same period last year, indications 
are, Macfadden reports, that con- 
sumers will be able to satisfy 
their desires for luxury items, or 
for larger quantities and better 
quality in essential goods. - 


Schwab & Beatty Names V. P.s 


James E. Schwenck, radio direc- 
tor, time buyer and account execu- 
tive, and Richard Porter, account 
executive, have been named vice- 
presidents of Schwab & Beatty, 
New York agency. 


Fearn Opens PR Oftice 


Jack Fearn, formerly editor of 
Good Packaging, San Francisco, 
has opened a public relations of- 
fice at 566 Commercial St., San 
Francisco. 


Small Town America’s Greatest Family Weekly 
—with more than 600,000 Circulation 


PERSONAL: 


Billion dollar 
business waiting 
to hear from you. 


Leaders in the billion dollar candy 
industry picked Candy Industry 
as their favorite publication, and 
said so, in answer to surveys. 

Biggest audited circulation* 

Preferred by more leaders 

Carries more advertising 

(Send for surveys with these facts) 

New market data study about 
your best customers ready. Get 
your copy. 


*Of any publicati published monthly or 
more frequently. 


(CANDY [INDUSTRY 


Don Gussow Publications, Inc. 
107 W. 43 St., New York 18, N. Y. 
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Hore is the new refrigerator 
that Big Sistev bought, 
aon though the nest of the fumily 
prefered another style 
Thot’s night—no nefnigerator 


Cunless it’s still in the appliance store where Big Sister saw it)! 
Because, no matter what you may hear about the powerful female—or the dominant 


male—buying is a family affair in most of America’s homes. 


The way to sell refrigerators Cand lots of other things, too!) is to talk to every member of the 
For it’s a fact that this is the magazine best-liked by both men and women in more than 2,500,000 


Its readers (better than 85% of the men and the women and young adults) each 
spend an average of five hours and 24 minutes with every issue. And they believe in and 


act upon what they read in this—their favorite magazine. 


Advertisers will find that Tue American’ Macazine 
is truly the magazine of opportunity . . . golden 
opportunity to sell an energetic, responsive audience 
of more than 2,500,000 prosperous American families. THE 


Die ee ae eee 2 oss a = 9 a 


family through the magazine the whole family believes in—THz American Macazine. 


American homes. In these homes, Taz AMERICAN Macazine is a thoroughly-trusted friend of the family! 


imerican 


THE CROWELL-COLLIER PUBLISHING COMPANY, 640 FIFTH AVENUE, NEW YORK I9, N. Y¥. PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S AND WOMAN'S HOME COMPANION 
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Pacific Oysters 
Get Promotion in 
Newspaper Series 


SEATTLE, Sept. 5—A series of 
six small-space newspaper adver- 
tisements, appearing three in an 
issue on a weekly basis, will be 
used in the fall promotion of Paci- 
fic Coast Oyster Growers Assn. 
in September, October and No- 
vember. The ads will appear in 
dailies of six West Coast cities. 
In addition, a single column will 
be placed in Sunset for November. 

Newspaper copy employs car- 
toon illustrations for attention, and 
features the taste and nutrition of 


Dac 
OYSTER COCKTAL. 


Oysters contain glycogen, a natu- 


tal animol sugar which digests 
quickly and stimulates the appetite. 
This makes them a perfect prelude 
for your holiday dinners. Serve 
with cocktail sauce and lemon. 


Oyster Recipes” 
ment to Pedic Growers Ass’n., 
Room 4, Ferry Seattic, Wash. 


Pacific oysters. Sunset copy, the 
first magazine advertising cf this 
promotion agency, promotes oys- 
ters for added flavor in turkey 
stuffing and for holiday cocktails. 


ws Newspapers on the schedule 
are the Seattle Times, Spokane 
Spokesman-Review and Chronicle; 
Oregon Journal, Portland; San 
Francisco Call-Bulletin; Oakland 
Tribune; and Los Angeles Examin- 
er. 
Recipe folders and menu tip- 
ons, used widely last year in the 
association’s first sales campaign, 
will be continued. 

The association’s initial news- 
paper advertising last spring drew 
2,756 jingles from 1,953 contest- 
ants, the annual meeting was told. 
Advertising offered $5 for each 
jingle used. The jingle contest was 
adopted as a means of creating 


MEMO 


Za 
Space Buyers 


Better Than Charts and Surveys 


Mail order copy pays off in 
Foreign Service, the V.F.W. maga- 
zine. Scores of unsolicited advertiser 
° 
testimonials, and scores of repeat 
ad accounts, tell the significant story 
better than charts and surveys. 


When keyed copy pulls like this, 
you can’t ask for better proof of 
readership that produces over-the- 
counter sales for your dealers. 

. 


WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


} ) J ; , . 
THE V.F.W. MAGAZINE 
Dan B. Jesse, Jr. & Associates, Inc. 


Advertising Directors 
10 East 43rd St., New York 17, N. Y. 


word-of-mouth comment and 
reader-participation in order to 
make maximum use of small-space 
advertising. Although the last ad 
in the series ran in April, the asso- 
ciation reported it was still receiv- 
ing replies in late August. 

‘The group has elected Dr. C. R. 
Elsey president. He is research di- 
rector for the British Columbia 
Packers Assn., Vancouver, B. C. 
W. Arnold Waring, Haines Oyster 
Co., Seattle, was elected vice-pres- 
ident, and Charles R. Pollock, 


Seattle, continues as secretary- 
treasurer. 

Botsford, Constantine & Gardner, 
Seattle, is the agency. 


Locke, Johnson Ups Four 

Clark E. Locke, formerly presi- 
dent of Locke, Johnson & Co., 
Toronto agency, has been made 
chairman of the board, and Elton 
Johnson has been moved up from 
vice-president to president. New 
vice-presidents are Gordon J. Hill, 
account executive, and James E. 
Mumford, office manager. 


Advertising Age, September 11, 1959 


Allied Advertising Adds 5 

Allied Advertising Agency, 
Cleveland, has added five persons 
to its copy and contact staff. They 
are Edward Just, Marvin Hertz, 
Robert Sherman, Rudolph Perkal 
and Julian Kolby. 


Jameson Promotes Rette 

William Jameson & Co., New 
York, division of Seagram Distill- 
ers Corp., has promoted Henry 
Reffe, formerly assistant metro- 
politan sales manager, to metro- 
politan sales manager. 


Lindell Appoints Herrod 

Virginia Herrod, formerly ac- 
count executive of Hirsch & Rut- 
ledge, St. Louis, has been named 
executive vice-president and part- 
ner of Lindell Advertising Agency, 
St. Louis. 


Fairchild Appoints Bates 
Fred Bates, formerly with Bas- 
sick Co., Bridgeport, Conn., has 
been appointed assistant sales 
manager of the graphic arts divi- 
sion of Fairchild Camera & In- 
strument Corp., Jamaica, N. Y. 
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Video Influenced 
Food Purchases, 
Survey Reveals 


PHILADELPHIA, Sept. 6—Televi- 
sion in the Philadelphia area had 
a far stronger impact on food sales 
than on any other commodity, a 
survey of 4,300 set owners in this 
area revealed. 

The survey showed that among 
15 products reported as having 


been purchased as a result of tele- 
vision advertising, 10 food items 
were listed by those queried. 
Lipton tea headed the list, with 
24% of the responses claiming that 
the Arthur Godfrey show definite- 
ly influenced their purchase of 
this brand. Lipton soup was next 
with 13%; Kraft cheese and Chest- 
erfield -cigarets followed with 
12%. Colgate products influenced 
8% of the viewers; Gillette, 7%; 
Ovaltine, 6%; Ballantine beer, 5%; 
Old Gold cigarets, 5%; Mott’s 


juices, 4%; Reddi Whip, 3%, and 
Donald Duck chocolate syrup, 3%. 
The survey was jointly spon- 
sored by the Television Assn. of 
Philadelphia and TV Digest, local 
program and feature magazine. 


Gardner Appoints Phillips 


Dean K. Phillips, formerly in 
the public relations department 
of Armco Steel Corp., has been 
named assistant director of pub- 
lic relations of Gardner Board & 
Carton Co., Lockland, O. 


Broadcasters Elect Tyler 

Haan Tyler, manager of KFI- 
TV, Los Angeles, has been elected | 
to the board of directors of South- | 
ern California Broadcasters’ Assn. | 
He fills the unexpired term of} 
Jennings Pierce, who recently be-| 
came manager of KMED, Med-| 
ford, Ore. Alan Courtney, acting 
manager of public service, sta- 
tion relations and guest relations 
for the NBC western division, has 
succeeded Mr. Pierce as chairman 
of the association’s education com- 
mittee. 
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RETAIL SALES 


Davenport $1 16,266,000 
Rock Island 51,594,000 
Moline 57,121,000 
East Moline 10,556,000 

Total $235,537,000 


EFFECTIVE BUYING INCOME 


PER FAMILY 
Davenport $6,213 
Rock Island 5,703 
Moline 5,938 
East Moline 5,243 


THE DAVENPORT NEWSPAPERS 
HAVE 99% SATURATION IN 
DAVENPORT PLUS 10,000 HOMES 
IN ILLINOIS WITH THE WEEK- 
DAY TIMES AND THE SUNDAY 
DEMOCRAT 


ve THE ’ 
DAVENPORT NEWSPAPERS 


The Only Newspapers with 
Home Delivered Circulation 
on both the lowa and Illi- 
nois Sides of the Importan 
Quad-City Market => 


_ THE DAILY TIMES 
THE DEMOCRAT & LEADER 


represented nationally by 
_ Jann & Kelley, Inc. 
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TV ‘Bonus’ Viewers 
Set at 732,400 in 
WOR-TV Study 


New York, Sept. 5—WOR-TV 
has placed the size of the “bonus” 
audience for metropolitan televi- 
sion at 732,400 people, according 
to the latest report of the station’s 
research department titled “TV’s 
Bonus Audience in the New York 
Area.” 


Eberhardt-Denver to Bonsib 

Eberhardt-Denver Co., Denver, 
manufacturer of gears and speed 
reducers, has appointed Bill Bon- 
sib Advertising Agency, Denver, 
to direct a new campaign aimed at 
manufacturing executives and 
plant engineers. Pages will be 
used in business papers and 
spreads will begin in the October 
issue of Machine Design. 


Profile Advertising Moves 
Profile Advertising has moved 
its offices to 73 B St., Manchester, 


The study reveals that audience | N. H 


figures in New York show extra 
viewers who don’t have television 
sets and also owners who witness 
programs away from their homes. 
Between 8 and 11 p.m., when the 
bonus audience is highest, addi- 
tional viewers average 210,000 peo- 
ple per quarter hour, adding 16.4% 
to the regular audience. From 
noon to midnight they represented 
a 12.8% increase over the number 
watching television at home. 


ms According to the survey, bonus 
viewers have a greater prefer- 
ence for sports telecasts than per- 
sons watching at home. The pref- 
erence ranges from eight to five 
in the daytime to five to three at 
night. In the evening, sports pro- 
vided a bonus audience of 24%, 
according to the report. Extra 
viewers for daytime baseball rep- 
resent a 14.5% bonus. 

The survey reveals that the bulk 
of additional audience saw tele- 
vision while visiting friends and 
relatives. WOR was placed second 
in station share of the bonus au- 
dience with 19.9%, while “Sta- 
tion A” had 25.4% by survey fig- 
ures. 

In terms of added audience, the 
results were interpreted to give 
“Station A” 20.4% more at night, 
and WOR-TV 19.2% in addition 
to people watching in their own 
homes. 

The bonus audience is largely 
male and contains an above av- 
erage proportion of people living 
in low-rent dwellings when com- 
pared with audiences viewing in 
their own homes. 

Data for the survey were col- 
lected by Pulse interviewers in the 
12 counties of metropolitan New 
York in July. 


Brisacher Promotes Evans 


Brisacher, Wheeler & Staff, San 
Francisco, has named Alex Evans, 
formerly account executive in the 
San Francisco office, as vice-pres- 
ident and manager of its Los An- 
geles office. 


Two Join ‘Harttord Times’ 


Philip Trowbridge and Edward 
Clemens have joined the adver- 
tising staff of the Hartford Times. 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work we are 
regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-Setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 4-2300 


A Complete Day ond Night Service for 
Advertisers and Advertising Agencies 


Gordon Gets Two Accounts 

Phil Gordon Agency Inc., Chi- 
cago, has been appointed to handle 
the advertising of Television Com- 
munications Institute, Chicago, 
and Bloomfield Woolens Co., 
Bloomfield, Ind. Radio trade pub- 
lications will be used by the Tele- 
vision Institute, and Bloomfield 
Co. will use direct mail and 
women’s publications. 


James Deas Joins WKNB 

James Deas has joined the Hart- 
ford sales staff of WKNB, New 
Britain, Conn. 
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Increases Family Section 

Beginning with its November 
issue, Modern Romances will ex- 
pand its medern family section 
to 12 pages of articles devoted to 
the problems of young mothers. 
Editors of the section will be June 
and Jhan Robbins, a married writ- 
ing team. 


Friden Names Beeken A. M. 


George Beeken has been ap- 
pointed advertising manager of 
Friden Calculating Machine Co., 
San Leandro, Cal. 


Bowers Moves to WAYS 

Cliff W. Bowers has joined 
WAYS, Charlotte, N. C., in a sales 
executive post. He formerly had 
been sales manager of WESC, 
Greenville, S. C., and prior to that 
was sales promotion director of 
WDOD, Chattanooga. 


Oil Co. to Back Grid Games 

Tide Water Associated Oil Co. 
has contracted to sponsor a sched- 
ule of far-western college foot- 
ball games over KNBC, San Fran- 
a and the NBC western net- 
work. 
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Joyce Bros. Names Lucas 

S. V. Lucas has been appointed 
sales promotion representative by 
Joyce Bros. Storage & Van Co., 
Chicago, replacing {oy R. 
Winkelmann, who has been trans- 
ferred to Detroit. 


Otters Trademark Course 


Practising Law Institute, New 
York, will conduct a short course 
on trademark law practice as part 
of its fall lecture series. The ses- 
sions are scheduled for Thurs- 
days at 8 p.m., Oct. 5-Nov. 30, 
at the Willie Memorial Bidg., 20 | 


W. 40th St, New York. The 
course includes explanations and 
suggestions in vising clients 
about trademark policies and 
problems and an analysis of re- 
cent changes and current trends 
in the law. Walter J. Derenberg, 
trademark counsel of the United 
States Patent Office, is chairman. 


Agency Changes Name 

Ad-Mann Advertising Agency 
Inc., Newark, has changed its name 
to Adolf F. Gottesmann Advertis- 
ing Agency. There is no change of 
personnel. 


Pacific Evergreens Licenses Others to 
Sell Christmas Tree Packages Nationally 


Otympr1a, Wasz., Sept. 8—Pacific 
Evergreens Inc., producer and 
shipper of packaged Christmas 
trees, has formed a sales corpora- 
tion, Pacific Evergreen Sales Inc., 
to supervise sales on a nation- 
wide scale, and has licensed two 
producers in the Midwest and East. 

The company began in 1947 with 
a direct mail business, shipping 
a Christmas tree complete with a 


base in a fibreboard container. The 
following year, the company added 
greens and cones to the package. 
The product is marketed under 
the registered name, Giftree. 
Because the cost of freight makes 
marketing east of the Mississippi 
too costly, the company this month 
reported licensing a partnership, 
consisting of W. T. Fyler of Fyler 
Inc., West Simsbury, Conn., and 


Popular Mechanics’ BIG Man Market gives you 


THE BEST MAN IN EVERY DOZEN 


One man out of every twelvein 
America bulks up to a big market 
for any man-bought product. In num- 
bers alone it’s too much to miss. 
But—more than that—this Popular 
Mechanics adult male market is the 
most dynamic, sales-producing man- 
package you can buy. 


Here’s why! 


It’s a big, undiluted man market. If 
you want men, Popular Mechanics 
gives you men at rock-bottom cost. 


It’s a select market. Popular 
Mechanics sorts out The Best Man 
in Every Dozen... by responsiveness, 
reader interest, economic status, 


mode of living, by every yardstick this 
Popular Mechanics reader measures 
up to the best prospect you can find. 


He has the P.M. Mind .. . the alert, 
interested, active mind that makes 
him read ads deliberately and con- 
sciously respond. He’s the fellow in 
the know, who is consulted by his 
neighbors and influences their buying. 


Your sales dollars will pay off more 
when you point them at the PM. 
Mind ... at the one man in twelve 
proved to be more responsive to ad- 
vertising. Get all the facts and you 
will put Popular Mechanics FIRST 
on your schedules aimed at men. 
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Harry L. Boyer, 2312 Garrett Road, 
Drexel Hill, Pa., to package trees 
under the Giftree name, patents 
and marketing procedures. 


ws The Fyler-Boyer partnership 
will handle sales for 14 East Coast 
states and now is setting up a plant 
and production lines in Maine, 
Pacific Evergreens said. 

A franchise also has been grant- 
ed to W. W. Jeffrey of Oil City, 
Pa., for Pennsylvania, Ohio, In- 


diana, Illinois and Michigan. Both ] 


franchises run five years. 

A third franchise will be issued 
for the Texas-Oklahoma area, 
the company reported. Sales east, 
to and including Chicago, will be 
handled by the parent company. As 
Sales develop, national advertising 
is contemplated. 


s Promotion by Pacific Evergreens 
this year will include sharply in- 
creased direct mail work and use 
of several West Coast publica- 
tions. 

Among tie-ins is one with the 
“Queen for a Day” radio program, 
Nov. 27, when a Giftree “Queen” 
will be flown to cut her own 
Christmas tree on land of the 
Simpson Logging Co. near here, 
have it packaged at Pacific Ever- 
greens’ Olympia plant, and mailed 
to whomever she designates. 

Pacific Evergreens is headed by 
its founder, Milo W. Morris, Seat- 
tle, and the sales company by Mer- 
lin Knapp of Olympia. Keith Mc- 
Cormic, Seattle, handles the ac- 
count. 


Purchases ‘Aero Digest’ 

Aero Digest, aviation monthly 
published by the Aeronautical Di- 
gest Publishing Corp., New York, 
has been purchased by Lincoln 
Press Inc., Washington publisher. 
The magazine will continue under 
its present corporate setup. Newly 
elected officers are: Fred Hamlin, 
president and treasurer; John Fer- 
guson III and James C. Galloway, 
vice-presidents, and K. F. Healy, 
secretary. 


Blair Joins Lamb & Keen 

_James Blair has joined the tele- 
vision department of Lamb & 
Keen Inc., New York, and will 
serve as program director. He 
formerly had been senior director- 
producer at WOIC, Washington. 


Strain Joins Reed 

Leon Strain, formerly a copy- 
writer with W. B. Doner & Co. and 
Ross Roy Inc., has joined Orville 
E. Reed, Howell, Mich., direct 
mail advertising specialist. 
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New York, Sept. 5—American 
industry is being urged to take 
stock of its operations now to 
avoid a severe manpower strain 
in the event of increased defense 
activities. 

Metropolitan Life Insurance Co. 
issued the warning in releasing 
its findings in a survey on what 
industry is doing and can do in 
voluntary planning for the most 
effective use of available man- 
power in a national emergency. 

The document discusses the 
responsibility for planning, the 
company’s role during national 


- PASADENA | : 
emergencies, company policy re- 


a 
4 A R =aW® K \Y ~ garding leaves and other con- 
. be ie siderations, such as civil defense, 


pA arp eg 


It is the great newspaper of the rich San 
Gabriel Valley . . . THE PASADENA 

“ STAR-NEWS. It leads in circulation 
Daily and Sunday .. . It leads in total 
linage National and Local! 


‘THE NEWSPAPER OF THE SAN GABRIFL VALLEY een health, safety and secur- 
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POST 4 : 


Your national advertising is 


incomplete without EBONY coverage 


of the active Negro market! 


A 10 city survey of newsstand magazine sales in Negro 
areas (available on request) shows Ebony outsells every- 


thing including Life, Look, the women’s and confessions 
magazines. Such solid circulation (80% newsstand every 
month at 30c a copy) proves the strength, virility, and 
continuing appeal to Negro buyers with money to spend 
on nationally advertised products. In 5 short years, Ebony 
has risen to a position of unchallenged dominance in 
the Negro field. This market is yours 
in Ebony’s advertising columns! 


. 12 cities with 100,000 
or more Negre popslation Get the facts on the 15 million Negro 
| market with $15 billion a year to spend! 
i * Atlanta * Memphis 
= * Baltimore * New Orleans 


* Birmingham ¢ New York 
* Chicago ¢ Philadelphia 
© Detroit ¢ Pittsburgh 


: o~eee;! Johnson Publishing Company, Inc. 


PUBLISHERS OF EBONY - NEGRO DIGEST - TAN CONFESSIONS 
-- 1820 S. MICHIGAN AVE., CHICAGO - 55 W. 42nd ST.,NEW YORK - 427 W. Sth ST., LOS ANGELES 


Avoid Possible Wartime Manpower Strains 
by Planning Now. Says Metropolitan Life 


eral government, agreed that an- 


other national emergency would” 


affect all segments of the economy, 
and that no single activity or in- 
dividual would be able to remain 
aloof. 


@ The current civilian labor force 
is estimated at 65,000,000 com- 
pared with 55,000,000 in 1940. 
While this indicates an increase 
of 10,000,000 in the working force, 
the report notes, it does not mean 
that the manpower reserve is that 
much greater. 

For example, the report points 
out, the large pool of 8,000,000 
unemployed in 1940 has been re- 
duced to fewer than 3,000,000. 
This means, the report says, that 
major mobilization’: would result 
in a fairly large-scale reshuffling 
of the current labor force, rather 
than the addition of large num- 
bers of workers, which points up 
the necessity of management 
planning for’ the most effective 
use of available manpower. 

While the report was prepared 
primarily for the use of execu- 
tives whose companies insure 
their employes under the Metro- 
politan group policies, it will be 
made available to other execu- 
tives who request copies on their 
business letterheads addressed to 
Policy Holders Service Bureau, 
Metropolitan Life Insurance Co., 
1 Madison Ave., New York 10. 


Socks Manufacturer 
Plans Promotion for 
New ‘Stadium Socks’ 


PHILADELPHIA, Sept. 7—J. W. 
Landenberger Co., manufacturer 
of Randolph Knit socks for boys, 
will introduce a new package this 
fall called Stadium socks, and will 
launch its first consumer cam- 
paign on a large scale to pro- 
mote this package and several 
other specialty items. 

The Stadium socks come three 
pairs in a box, and the latter be- 
comes a game of “Quarterback” 
when the merchandise is removed. 
Also included in the new package 
is a football statue and a com- 
plete folder listing game instruc- 
tions and referee signals. 

In addition to a heavy trade pa- 
per campaign, dealers will be 
furnished point of sale material 
to use during the football season. 

Leonard F. Fellman & Associ- 
ates here is the agency. 


Harttord-Empire Purchases 
Rockwell Interests 


Hartford-Empire Co., Hartford, 
Conn., has purchased the business 
of Rockwell Packaging Machines 
Ine. (subsidiary) and the manu- 
facturing plant and business of 
the V & O Press Co. (division) of 


‘| Rockwell Mfg. Co., Pittsburgh, for 


about $1,500,000. 

Both businesses have operated 
at the V & O plant near Hud- 
son, N. Y., where Hartford-Em- 
pire will continue manufacturing 
the V & O line of mechanical 
presses offered by the Henry and 
Wright division of Hartford-Em- 
pire. Rockwell packaging machines 
will be made by and sold through 
Hartford-Empire’s Standard- 
Knapp division in Portland. 


Radiart Plans Fall Drive 
Radiart Corp., Cleveland, has 
announced plans for a fall cam- 
paign for Tele-Rotor, rotating tele- 
vision antenna. For the first time 
the company will use a series of 
film announcements on TV in 
more than 20 cities. This will be 
supplemented by spreads in trade 
publications and a direct mail 
campaign. Stern & Warren Adver- 
tising, Cleveland, is the agency. 


Joins ‘Hardware Retailer’ 
Thomas J. Roxworthy Sr. has 

joined the Chicago office of Hard- 

ware Retailer, where he will serve 


on Midwest accounts. 
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id” say they are doing it. 
y, ‘ A “Pretty Faye et 
i= he said. “For every dollar spent 
n In Fashion Ads on advertising space, there should 
be another 25¢ or 40¢, at least, to 
New York, Sept. 7—Fashion| carry through to the sale on the 
e industry cash registers would ring| retail level. Fashion manufactur- 
i= more often if manufacturers and| ers must follow up, and see that 
0. their agencies climbed down from| copy is fully merchandised, that 
se their chi-chi attitude and made| retailers get displays and mats, 
e, fashion ads more and that sales people understand 
n believable. the objective of the ad campaign.” 
at That’s the Asserting that this has been 
opinion given AA done “very poorly” up to now, Mr. 
's by H. Woodruff Bissell said “fashion advertisers 
0 Bissell, vice- have much to learn from automo- 
- president in bile and refrigerator manufactur- 
). charge of the ers, for example, when it comes 
it fashion group at to dealer helps and follow-ups 
It Geyer, Newell & and everything that’s needed to 
8 Ganger here. Mr. clinch a sale.” 
r Bissell joined the 
se agency in July 4. w. Bissell | @ He said fashion manufacturers 
Pp after resigning have developed certain distribu- 
it as sales promotion director of}|tion habits that in many ways 
e Handmacher Vogel, New York,} seem to ignore the habits of re- 
the country’s biggest maker of|tailers, who in their turn ignore 
d women’s suits. Before that he was| the procedures of the manufac- First edition: 
c district manager for Lerner Broth-| turers. AUGUST > 1980 
. ers Corp., handling merchandising| “In terms of moving goods,” he tee, 
: and promotion with its retail _ “it isa —_ oe for a man- secant’ 
stores in the south. For ten years| ufacturer to t retailer-wise, Petaling Dally eneriess se eae 
r before the war he was national| and vice versa.” op e prepares OY 9 tele-bita puttication 7 eee 
advertising manager for Sears, Mr. Bissell develops a slow burn 
° Roebuck & Co. over the failure to get the product 
' What particularly sticks in Mr.| and the promotion to go together. ; ie 
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Bissell Believes 
in Believability 


Bissell’s craw is the fact that much 
fashion advertising looks alike. He 
is dismayed at the widespread use 
of the “cadaverous” model whose 
clothes “would fit like a wet sheet 
on a bicycle” except for the time 
the photographer spends placing 
pins and tissue paper in strategic 
spots. 


es “A model with an adenoidal 
look and an incredibly long waist 
who appears posed and unnatural 
fails to sell the product to the 
American man or woman,” he 
said. “It’s time to use a believable 
approach. We’re not getting it with 
‘posy’ ads.” 

As for fashion copy, Mr. Bis- 
sell thinks “it’s too uniform and 
rarified.” Moreover, he _ said, 
“there seems to be a competition 
under way to see how little copy 
can appear in an ad.” 

He decried the tendency of fash- 
ion advertising to over-glamorize 
the product and to talk over the 
heads of its audience. He called 
for “direct copy that is under- 


standable in Missoula, Mont.” 


a Mr. Pissell warned fashion 
manufacturers against running just 
enough advertising to be able to 


He said there is no excuse for de- 
livering goods to a retailer on, 
say Sept. 10, when the promotion 
is scheduled to break on Oct. 1. 
“In cases like that the retailer is 
going to bring out the goods and 
sell them. By the time the pro- 
motion starts the retailer’s racks 
will be empty.” 

Venturing no predictions on 
when it will come, Mr. Bissell 
said there is need for developing 
an entirely new approach to 
fashion advertising—“something 
atomic; something really differ- 
ent.” The key to this new ap- 
proach, he said, is “believability.” 


Vaughan & Spencer Moves 

Vaughan & Spencer Inc., insur- 
ance advertising agency, has 
moved to new quarters at 209 S. 
La Salle St., Chicago. Specialized 
research activities will continue to 
be maintained with Charles D. 
Spencer & Associates, Chicago, 
publisher of insurance periodicals 
and syndicated material. The lat- 
ter organization will remain in its 
present offices. 
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First in the Country 


Do you want to sell 2,000,000 rural families? 


Millions of Americans live by the GARDEN SPOT 
GUIDE AND ALMANAC — read it and refer to it daily. 
The GARDEN SPOT GUIDE AND ALMANAC is on the 
job 365 days a year for 2,000,000 mail-order families. 


The low cost per order record of the GARDEN SPOT 
GUIDE AND ALMANAC will surprise and please you. 


Each Almanac is addressed and mailed to an individual 


| “ih in 


Retailing Daily * 7 East 12th Street, New York 3, N. Y. 
Please rush me a free copy of your booklet, “What to 
Say Today in your home furnishings business paper 
advertising.” 


Use the GARDEN SPOT GUIDE AND ALMANAC to sell 
your product because its readers are sold on GARDEN 
SPOT GUIDE AND ALMANAC, 


1951 issue closes September 25th. 


sp wore s No. 1 Home eg 


Space limited. Furnishings Business Paper pa 
Write for Rates and Full Details— Addr 3 
Garden Spot Guide and Almanac, Paradise, Pa. City. State. x | 
EASTERN REPRESENTATIVE: = 
Your Position 


Murray Bernhard, 489 Fifth Avenue, New York, MU-2-2492 


WESTERN REPRESENTATIVE: 
Harry R. Fisher, 59 East Van Buren Street 
Chicago, Ill., WA-2-0152 
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F a picture is worth a thousand words, 
this family portrait is worth every bit of 
mm. that — 700,000 times over. For it clearly 

brirays the warm family scene that 

a 4 nn | your advertisements in the Journal- 
y ~ American in more than.700,000 New York 

_ homes every evening. Because the Journal- 
ge me American is essentially a fe mily newspaper 
. well-balanced, and catering to the 
reading tastes of all i 2 of the family. 


MILY SCENE | 
YORK HOMES 


A BEARST NEWSPAPER - 
Y REPRESENTED BY HEARST ADVERTISING SERVICE | cas 


The Journal-American reaches the 
largest evening audience ever 


offered to a New York advertiser 


it is, by an overwhelming margin, the first 
choice of New York families. And more 
families mean more business. Read in the 
home, during the leisure hours of evening 
when families get together to plan their 
purchases, the Journal-American offers 
advertisers an unequalled opportunity to 
reach more families, sell more families, 
right at the core of New York’s great 
buying-power . . . on the family scene. 
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Footnotes 


By G. D. Cran Jr, —— 


Back in the fall of 1941, when 
a joint meeting of the ANA and 
the Four A’s was held at Hot 
Springs, Va., to discuss the econ- 
omic justification of advertising, 
the United States was not at war. 
But the organization which the 
Hot Springs meeting created was 
exactly what was needed for war 
service. It was, of course, the Ad- 
vertising Council, which served so 
well in making available the facil- 
ities of advertising for war proj- 
ects under the name of the War 
Advertising Council. 

The thinking back of the historic 
meeting at the Homestead was 
based on apparent lack of accept- 
ance of advertising by many im- 
portant people in government. The 
fact that the War Advertising 
Council proved in such spectacular 
style that advertising could mar- 
shal civilian support of all war 
projects for effective cooperation 
on the home front eliminated most 
if not all of the undercurrent of 
opposition to advertising on the 
part of official Washington. 


m There was some question at the 
end of the war whether the Ad- 
vertising Council would continue. 
It was decided that just as the 
Council had demonstrated in war- 
time that public service advertis- 
ing is the best public relations ad- 
vertising, the organization should 
go ahead, and continue to make 
available to worth while projects 
intended for the good of the whole 
public the same sort of advertis- 
ing facilities and support as were 
given so successfully to all war ef- 
forts on the civilian front. 

No one knows how far the pres- 
ent war in Korea will spread, nor 
to what extent the public must 
again be enlisted in support of 
programs intended to provide the 
backing which may be needed by 
the fighting men at the front, But 
it is a tremendous advantage to the 
country and to business and ad- 
vertising Ahat the Advertising 
Council exists, and that it has 
demonstrated its value for war 
projects as well as for those which 
are important in times of peace. 


s Questions which might have 
been raised in Washington during 
the past war and would certainly 
have been raised in the event of 
another have already been an- 
swered in a definite and emphatic 
way. Advertising is part of the 
characteristically American equip- 
ment for success in war and in 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work we are 
regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-Setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 4-2300 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


peace, and its function and value 
have been recorded clearly in the 
history of the United States dur- 
ing the past nine years. 

The concept of the Advertising 
Council was largely that of James 
Webb Young, J. Walter Thompson 
Co, It represents a major contribu- 
tion to advertising and business by 
a leader whose long and distin- 
guished career has been devoted 
to making advertising work for 
the advertiser and also in the pub- 
lic interest. 


Lees Schedules Campaign 


The fall advertising program of 
the knitting division of James Lees 
& Sons Co. will be concentrated in | 
October and November. Full-color 
pages will be used in the fall and 
winter editions of McCall Needle- 
work and Vogue Knitting Book, 
featuring Minerva and Columbia 
hand-knitting yarns. Color ads, 
for hooked rugs, will be used in the 
October issues of Good Housekeep- 
ing, Ladies’ Home Journal, To- 
day’s Woman and Woman’s Day. 
All will be two-thirds pages with 
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the exception of LHJ, which will 
be a half page. November will fea- 
ture b&w ads in Today’s Woman 
and Woman’s Home Companion; 
and a two-thirds page (color) in 
Woman’s Day. 


Appoints Robert Kohl 


Robert J. Kohl, formerly direc- 
tor of advertising for Monark Sil- 
ver King Inc., Chicago, has been 
named sales promotion manager 
of the Society for Visual Education 
ae» Chicago, producer of visual 

Ss. 


Wiese Directs Preen Ads 

A. S. Harrison Co., South Nor- 
walk, Conn., manufacturer of 
Preen, has named Jacques Wiese, 
previously advertising director of 
Allied Home Products Corp., ag 
advertising manager. 


‘Item’ Appoints Kneller 


Chester Kneller has been ap- 
pointed classified advertising man- 
ager of the New Orleans Item. He 
formerly managed the classified 
—_—- of the San Francisco 

ews. 
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(ADVERTISING, TOO, WORKS BETTER ON 
A YOUNG, MALLEABLE MARKET) 


IsN’T “BRAND PREFERENCE?” really just well-formed 
opinion that Product ‘A’ is better than the others 


in its field ? 


And isn’t advertising the energetic shaping of 
that opinion while it is still malleable, formative, 
**hot”’ for new ideas, new products ? 


Is there any question, then, that the active, just- 
married, or about-to-be-married 18-to-35-year age 
group is the place to begin any building of brand 


preference ? 
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Oakite to Launch 
Newspaper Drive; 
Adds Radio Shows 


New York, Sept. 6—Oakite 
Products Inc. will launch a new 
newspaper campaign Sept. 15 to 


reach its markets on the East 
Coast, Midwest and the West 
Coast. 


Approximately 200 papers are 
scheduled to carry 350-line ads 


titled “Honey, it’s a Cinch.” The 
ads are illustrated with a scene 
showing a typical wife preparing 
her husband for kitchen duty. 

Small insertions will be con- 
tinued on Oakite’s magazine sched- 
ule consisting of Family Circle, 
Western Family, and Woman’s 
Day. 

Backing the newspaper cam- 
paign will be Oakite participation 
in the “Market Melodies” televi- 
sion show over WJZ-TV twice a 
week. In Bangor, Me., Boston, and 


Portland, Me., time has been set 


for radio newscasts and participa- 
tion shows. 

Calkins & Holden, Carlock, Mc- 
Clinton & Smith is handling Oak- 
ite advertising. 


ABC Adds Don Painter 

Don Painter has joined the -pro- 
duction department of the cen- 
tral division of American Broad- 
casting Co. He will be assigned to 
programs originating from Sta- 
tion WENR, ABC’s owned and 
operated Chicago outlet. 


Issues Publicity Manual 


Industrial Publicity Assn. of 
New York has compiled a 48-page 
manual on “Presenting Technical 
Papers,” which analyzes the pol- 
icies and procedures of 17 key 
societies representing the major 
subdivisions of engineering, scien- 
tific and industrial interests. Cop- 
ies may be obtained at $2.50 each 
by writing to the committee on 
cooperation with technical socie- 
ties, Industrial Publicity Assn., 
c/o Harry W. Smith Inc., 507 Fifth 
Ave., New York 17. 


after the iron is cold 


New Adults... New Needs... New Markets 


What magazine do these Young Adults read? To- 
day the answer is REpBook because REpBOOK’s 
brand new editorial approach recognizes the special 
needs of this age group and serves them in a unique- 


ly effective way. 


Readership studies, circulation gains, reader mail 
all indicate that the new Repsook is packing a 
terrific wallop with this all-important target au- 


dience. 


If your advertising is designed for immediate 
sales, no group of people have as many, as urgent, 
needs as RepBook’s family-forming Young Adults. 

If you’re advertising to build long-term brand 
preference, no audience is more open-minded, none 
has a longer future buying potential. 

In terms of importance-of-market, circulation 
gains, reader loyalty, dual appeal, visibility, ad- 
vertising impact—all the real basics of media 


stature— ReEpBook belongs on your list. 


Seeing the sll-inlereit of Noung Hdalia / 


THE LIVE-NOW...ACT-NOW...BUY-NOW...AGE GROUP 
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Newspapers Begin 
Work on Ad Invoice 


Standardization 


New York, Sept. 7—Work to- 
ward standardization of news- 
papers’ national advertising in- 
voices has been started by a com- 
mittee of the Institute of News- 
paper Controllers & Finance Offi- 
cers. 

Twenty-five representative ad- 
vertising agencies are being quer- 
ied by the committee regarding 
their requirements on invoices 
from newspapers, and 400 news- 
papers are being asked to send the 
committee copies of their invoices 
and their reactions on possible 
revision of forms to conform to a 
national standard. 

The committee has retained the 
accounting organization of Arthur 
Andersen & Co., Chicago, to tabu- 
late the results of the current sur- 
vey and to assist in the develop- 
ment of a new standard invoice. 


a Charles J. O’Mara Jr., chief ac- 
countant of the Chicago Sun- 
Times, who is chairman of the 
committee, says that the Ameri- 
can Newspaper Publishers Assn. 
and the American Assn. of Ad- 
vertising Agencies are vitally in- 
terested in invoice standardization, 
and have designated the institute 
as the logical organization to 
handle a study of the problem. 
The cooperation of both organiza- 
tions, he said, is assured. 

Five other Chicago institute 
members are serving with O’Mara 
on the committee: William F. Can- 
field, secretary-treasurer and man- 
ager of the Inland Daily Press 
Assn.; J. T. Kelley, auditor of the 
Illinois Publishing & Printing Co.; 
James J. Lynch, manager of the 
internal audit, tax and systems 
department of the Tribune Co.; 
Philip P. Page, vice-president and 
business manager of the Chicago 
Journal of Commerce, and George 
W. Stefan, auditor of the Chicago 
Sun-Times. H. B. Crump of the 
Newpaper Printing Corp., Nash- 
ville, is president of the institute. 


Fossler Joins Van Auken 


Gerald O. Fossler, formerly with 
Weiss & Geller, Chicago, has joined 
Van Auken, Ragland & Stevens, 
Chicago, as an account executive. 
He will be active in the develop- 
ment of new business specifically 
in the automotive, electrical and 
industrial fields. 


W K*LO 


Louisville, Ky. 
JOE EATON, MGR. 


Represented Nationally by 
JOHN BLAIR & CO. 


ae 1 


or- | 
of , 
se, | ee 
| Be | SMPs 
in- 
He | 
led | 
Ts) | , 
ai ” 
> | 
S : 
x | {] . 
fy / ‘“ | 
ee ———— € 
ae < ‘ 
. f 
semaneeenneneneenneeeneeens ABC 
AMERIEO CASTING a 
BECOMPAN ¥ LLE i 
TS? IN Louisv! . 
wiz ) , 
ee Wer Ff 
1K LO e 
—— Ls) . 
0 i 
x 1000 ; Sa 
WATTS. ae 
LNG 
ee () NN - 
Ce . 
anil ial ee Sentai Ree ae ren ne oe earns: saciamncaatis mens oeuigal — x 


42 
Gets Dog Food Account 


The San Francisco office of Bots- 
ford, Constantine & Gardner has 
been appointed by Old English 
Co., San Jose, Cal., to handle ad- 
vertising of Old English dog and 
cat food. Newspapers in northern 
and central California will be used. 


NIAA Elects James Totton 


James Totton, of International 
Nickel Co. of Canada Ltd., has 
been elected Canadian vice-presi- 
dent of the National Industrial 
Advertisers Assn. 


In CANADA 
39% of the 
English-speaking Families 
read 
The STAR WEEKLY 
Ask for Information 
WARD-GRIFFITH CO., INC. 


Advertising Ina War Economy... 


ABP Issues Guide Designed to Show 
Advertisers How to Act in Wartime 


New York, Sept. 7—In an ef- 
fort to show advertisers how to 
use advertising in a war, the As- 
sociated Business Publications has 
issued a revamped “Guide to Ef- 
fective War-Time Advertising,” 
which was first published early in 
World War II. 

The first edition was distributed 
to 10,000 advertisers, agencies and 
publications. The revised version 
skips the introductory phases, and 
uses case histories to demonstrate 
“the kind of problems, the kind of 
treatment, and the kind of thinking 
that are part of wartime adver- 
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ws Many of the cases cited still 


have a fresh and vital interest. For 
instance, the case of Greenfield 
Tap & Die Corp., which found that 
its tools were being used for un- 
familiar purposes, for which they 
were not designed. The company 
designed a series of ads to reduce 
breakage and general confusion, 
tying the series together with a 
box which explained in part “... 
published...to help users get 
greater production from their 
small tools in these critical times.” 

The ads used diagrams and sim- 
ple, straight talk. R. C. Helbig, the 
advertising manager, confessed: 
“While these ads were not in- 
tended to pull inquiries—in fact 
we hoped they might discourage 


them—returns are currently five. 
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or six times that which we have 
received from any other recent 
series. ..they are comprised large- 
ly of letters expressing sincere 
thanks for our help.” 


a Similarly, C. C. Conner, of 
Aluminum Co. of America, once 
explained the company’s notable 
“imagineering” campaign (in 
which companies were urged to 
imagine and engineer products to 
be built from aluminum in the 
postwar period) by saying that 
Alcoa had no intention of finding 
itself in the civilian market with 
“several times as much produc- 
tion capacity as we had even in our 
best peacetime year of 1939.” 

So it began to advertise tc help 
war contractors (who had never 
used aluminum) to use it better, 
and to urge the manufacturer to 
look ahead to the postwar period. 
“Our series of advertisements is 
telling our friends and customers 
what they want to know about us, 
giving them the answers they are 
entitled to have, letting them in on 
our plans for today and tomor- 
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row... a plain dish of facts to tej 
our own story and to help them.” 


= U. S. Steel featured consumer 
advertising in magazines on stee] 
products, but explained in busi- 
ness paper ads just why it did it. 
In copy headed “What’s the Idea 
of Making People Want What 
Can’t Get?,” USS explained—*“jt’s 
because we want people to want 
products made of steel even though 
they may be increasingly diffij- 
cult to buy—and keep on wanting 
them, so that they will go out and 
buy such products when they again 
become easily available. Because 
we believe that advertising like 
this is nothing less than prosperity 
insurance for the future—for you 
and ourselves—we plan to con- 
tinue it.” 

Westinghouse, faced with the 
problem of materials substitutions, 
did some frank talking with deal- 
ers in advertising. Roger H. Bolin, 
advertising and sales promotion 
manager, remarked it was “neces- 
sary for all electric appliance 
manufacturers to use alternates in 
place of the critical materials for- 
merly used in manufacture of 
their products. Consumers every- 
where have read or heard about 
these changes. Naturally, they 
have been wondering what effect 


length of life, performance and| 
cost of upkeep of appliances.” 


@ Westinghouse said flatly in its 
copy that its substitutions were 
good, and cited such examples as 
refrigerator evaporator doors, for- 
merly made of polished alumi- 
num, but switched to porcelain 
enamel, a range unit pan switched 
from nickel chrome steel to chrome 
steel (requiring welding of two 
stainless steel pieces) but just a 
easy to clean and as long-lasting a 
the original, and a roaster lid 
switched first from al .iinum to 
brass with nickel and chrome plat- 
ing, later to polished chrome 
steel—“‘just as strong, retains a 
high luster longer and it’s easier 
to clean. But it costs us more 
money.” 

Other advertisers switched to 
substitute materials and plugged 
them hard. Owens-Illinois, for in- 
stance, offered in advertising “a 
new technique for sash replace- 
ment, panels that require no met- 
al,” and offered specific instruc- 
tions on how to install its glass 
block without strategic materials. 
American Viscose headlined its 
rayon ad “Are you prepared t 
meet a linen shortage,” and ex- 
plained in detail the properties of 
rayon finished with linen-like 
texture. 


= In the consumer field, many na- 
tional advertisers, who wanted to 
keep on advertising, adopted one of 
three courses: (1) they devoted 
their copy to war service advertis- 
ing, frequently using Advertising 
Council themes; (2) they centered 
their fire on maintenance and re- 
pair of their products already 
bought; and (3) they concentrated 
on painting the future when they 
could sell their products again. 
Oneida Ltd., for instance, began 
advertising in the war with 4 
solemn series of advertisements 
headed ‘‘These are the things we 
are fighting for.” Later the com- 
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BRAND STORY—Stalin’s known prefer- 
ences for certain American brands de- 
spite Russian attacks on brand names 
and trademarks is the subject of this ad 
contributed to the Brand Names Founda- 


tion’s program by McCann-Erickson, 
which is preparing the foundation's 1950- 
1951 advertising material. 


pany switched to the famous “Back 
Home for Keeps” drive, figuring 
on the war marriages which would 
build a demand for silverware in 
the postwar years. The campaign 
drew half a million fan letters, the 
ads became pinups, and a song 
was eventually written based on 
the copy. 

Among the companies which 
stuck to maintenance copy was 
Schick Inc.—stressing service by 
mail and in service stations as well 
as retail clinics. Royal typewriter 
likewise stressed care and conser- 
vation of the Royals in the field. 


s Chris-Craft had no boats for 
civilians, but its advertising car- 
ried a headline which was re- 
peated over and over again. “Buy 
U. S. War Bonds Today! Tomor- 
row Command Your Own Chris 
Craft!” The advertisements used 
drawing-board designs for boats 
of the future, and some of these 
designs were translated into Chris- 
Craft hulls. 

California Packing Corp. took 
another route: its sales were cur- 
tailed by rationing, and its adver- 
tisements were designed to keep 
the Del Monte brand in the con- 
sumer’s mind. In its ads, Calpack 
elected to run recipes, to help cus- 
tomers with wartime meal plan- 
ning and shopping problems, and 
to explain shortages to customers 
(thus helping dealers) and ask for 
patience and cooperation. 

Dole (Hawaiian Pineapple Co.) 
found nearly all its products 
snapped up by the armed forces, 
and with a severe transportation 
problem. Its advertising went 
largely to war service. 


Sign for Autry TV Series 


KECA-TV, Los Angeles, 
KGO-TV, San Francisco, 
signed an exclusive one-year pact 
for the showing of the new ne 

utry television series. The start- 
ing date, to be announced later, 
will be some time this month. Each 
ee is an original and written for 


and 
have 


Greensboro Reports TV Sets 


WFMY-TV, Greensboro, N. C., 
reports that there are an estimated 
19,500 television sets in the 
Greensboro TV area as of Sept. 
|, based on figures from distribu- 

rs. 
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‘Be Enthusiastic 
in Seeking Jobs,’ 
Gilbert Advises 


New York, Sept. 7—Young 
Americans depend upon govern- 
ment aid in securing jobs after 
high school or college, and not 
upon their own initiative, accord- 
ing to Eugene Gilbert, founder 
and president of the Gilbert Youth 
Research Organization, in an ar- 
ticle in this month’s American 
Magazine. 

Titled “If I Were Looking for 
a Job,” the article reviews Mr. 
Gilbert’s own experience in ad- 
vising young men and women. The 
“pie-in-the-sky” philosophy that 
provided easy jobs during the war 


and immediate postwar years no 
longer exists, according to Mr. 
Gilbert. He urges young job hunt- 
ers to sell their abilities. 


a “If I were looking for a job to- 
day, I’d start out with all the en- 
thusiasm I could muster to find 
my opportunity and sell myself. 
I’d start out by knowing the prod- 
uct or abilities I have to sell. You 
aren’t likely to get hired if you 
have no idea what you want to do 
or can do. By being enthusiastic 
you unconsciously let your pros- 
pective employer know about 
yourself. Sometimes that’s all that 
is needed to get the job.” 

Mr. Gilbert advises those con- 
fused about the type of work they 
want, or their abilities, to seek the 
services of organizations prepared 


to test potentialities through apti- 
tude tests. 

Illustrating the article is a map 
based on government figures, 
showing the states with the highest 
employment and the best job op- 
portunities. 


Plans Kitchen Campaign 


American Central division of 
Avco Mfg. Corp., Connersville, 
Ind., will conduct the most inten- 
sive advertising campaign in its 
history during November to pro- 
mote its American Kitchens line. 
Full and two-thirds page, two- 
color ads will appear in the No-| 
vember issues of American Home, 
Better Homes & Gardens, Farm, 
Journal, Holland’s, McCall's, Pro-| 
gressive Farmer, Successful Farm- | 


ing and Sunset. Ruthrauff & Ryan, 
Chicago, is the agency. 
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Pen Corp. to Harrison Agency 


Pen Corp. of America, New 
York, has named Lester Harrison 
Inc., New York, to handle adver- 
tising of the Van Orman pen in 
national magazines, business pa- 
pers, newspapers, radio, television 
and direct mail. 


Malkiel Agency Moves 

David Malkiel Advertising 
Agency has moved its offices to 
172 Newbury St., Boston 16. 
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Are you leaving a 3-billion-dollar market behind you? One 
with more people than Los Angeles . 
than Philadelphia . . . twice the total retail sales of Cleveland ?* 

You are. if you expect to cover the Beeline with San Fran- 
cisco or Los Angeles radio. Because the Beeline — California’s 
vast inland plus western Nevada—is geographically inde- 
pendent of the Coast. And Beeliners naturally prefer their 
own, on-the-spot stations to remote Coast stations. 

Make sure, then, you schedule the five BEELINE stations. 
Each of these on-the-spot stations gives you top coverage in 
its own rich part of the Beeline. Together, they blanket the 
whole market. Choose best availabilities on each ctation with- 
out line costs or clearance problems. Combination rates. 


. » greater food sales 


*Sales Management's 1950 Copyrighted Survey 


Here's what you should know about KFBK 


The Sacramento Bee Station Rs 
(50,000. watts — ABC) “ 


lowest cost per listener in its erea. 


Sei SACRAMENTO, CAEGRAIA SE 
KOH KERN KWG 
Mano (NBC) Bowerstield (CBS) Stockton (ABC) 
1000 watts, night 100 its 1410 ke. 260 watts = 1230 ke 
Cc. : ; 


oi Delivers solid coverage of whole 2}-county billion-dollar Sacramento 
market. New BMB shows KFBK’s 1946-49 audience increase os 
- 49.3% daytime, 49.2% at night, with 32.5% growth in radio families, 


y Broadcasting Company , 


PAL H. RAYMER CO., National Representative 


KMS 
Fresno (NBC) 
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California Real Estate Project Conducts 
Newspaper, Radio and Outdoor Campaign 


Los ANGELEs, Sept. 7—Lake- 
wood Park Inc., a huge real estate 
development project southeast of 
here, is conducting an extensive 
newspaper, radio and outdoor ad- 
vertising campaign to _ interest 
prospective home buyers in what 
it describes as “the $250,000,000 


NORTH CAROLINA 
A Gelf Contained, Isolated Market 
Reached Through The 
NEW BERN SUN-JOURNAL 


We will help you dise your 

in the Sontoosnal to reach the $19,249,000 
effective buying income of New Bern. Test 
your in the New 

REQUEST more FACTS—-ADVERTISE 2 NEW BERN 


WARD- GRIFFITH CO., INC. 
0 
IT 
N 
4) 
SEND FOR OUR CITY ZONE POPULATION FOLDER 


planned community.” 

Initial ads were run in the five 
metropolitan Los Angeles and a 
selected list of suburban dailies. 
The schedule called for seven full 
columns in weekly standard-size 
real estate sections, with a full- 
page adaptation for the two tab- 
loids on the list, plus a recurring 
daily schedule of smaller ad spots. 


@ The radio phase of the cam- 
paign called for “one of the most 
intensive saturation program and 
spot campaigns in the history of 
Los Angeles,” according to Dan 
B, Miner Co., agency directing the 
drive. Every available spot and 
program period between 6 a.m. on 
July 12 and the evening of July 25 
over Don Lee-Mutual Station KHJ 
was purchased. 

In all, 45 hours of program time 
and 195 spots were used, for an 
average of 51 commercials dur- 
ing every day of the drive. At the 


end of the two weeks’ saturation, 
the radio spot drive was shifted to 
KECA and KFWB in Los Angeles 
and KFOX in Long Beach. News- 
cast spots over KFI and KNX here 
were added as the Korean War 
heightened audience interest in 
news broadcasts. 


s The outdoor campaign consists 
of 24-sheet posters placed on stra- 
tegic arteries leading to Lakewood 
Park, plus outdoor plants spotted 
throughout the Los Angeles area. 
Copy is brief and easy to read, 
merely identifying the develop- 
ment and picturing one of the 
homes. 

At the outset of the campaign, 
the Miner agency suggested a 
change in the color scheme of 2,- 
500 road signs and many painted 
bulletin boards surrounding the 
limits of the 3,200-acre develop- 
ment. The development put 36 
painters on the job, changing the 
colors to decoration tones so that 
the area would have a greater ap- 
peal to women. 

In both newspaper ads and ra- 
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dio commercials the development 
promoted the fact that a half-acre 
playground had been constructed 
where parents could leave their 
children under adult supervision 
while transacting business at the 
sales office or visiting model 
homes. 

The development company es- 
timates the community will have 
a total population by late 1951 of 
about 70,000, making it larger than 
several Southern California cities 
that have been established for half 
a century. 


FCC Approves WCNU Sale 


The Federal Communications 
Commission has authorized the 
sale of WCNU, Crestview, Fla., to 
French Brown and D. Grady 
O’Neal. Mr. ©’Neal has been one 
of the partners in the ownership 
and operation of the station since 
soon after it went on the air. 


Agency to Open New Branch 
Calkins & Holden, Carlock, Mc- 
Clinton & Smith Inc. has an- 
nounced plans to open a branch of 
the agency soon in San Francisco. 


WHATEVER YOUR PAPER PROBLEM 
IT'S A CHALLENGE TO CHAMPION 


The real value of a printing paper 1s 


THERE'S A 


CHAMPION 


not its price — 


but its press 


PAPER 


performance. 


SvEcy ¢te se 


PAPER 


THE CHAMPION PAPER AND FIBRE COMPANY 


a he Se ES We ee ee 


» wo. @ 


Sales offices in New York, Chicago, Philadelphia, 


Detroit, Cincinnati, St. 


Lovis, Atlanta, Dallas and 
San Francisco. Distributors in every major city. 


re 
Be. 


HUMAN COPY—Lakewood 


INTEREST 
Park Inc., Los Angeles real estate de- 
velopment, is using newspaper ads like 


this to attract home buyers. Copy is 

designed to appeal to all members of 

the family. Dan B. Miner Co. is the 
agency. 


‘Pittsburgh Press’ 
Readership Studied 


PiTTsBuRGH, Sept. 7—A survey 
conducted by Publication Research 
Service has shown that readership 
of both editorial and advertising 
content of the Pittsburgh Press is 
above the average of other metro- 
politan papers. 

The poll of 210 men and 220 
women who read the 212-page 
issue of Sunday, May 14, 1950, re- 
vealed that 98% of the men read 
the main news, as compared with 
the 95% average of other metro- 
politan papers. Among the women, 
99% read the main news, while 
the average on other big-city pa- 
pers was 93%. 

Display advertising had a read- 
ership of 98% for the men, and 
100% for the women. Other large- 
paper averages for men and wo- 
men are 89% and 98%, respec- 
tively. Local and department store 
ads attracted 99% of the women, 
and national advertising was seen 
by 91%. 

Of the men, 92% looked at local 
ads, and 87% read department 
store copy. A sharp difference was 
noted between the Press’ readers 
and those of other metropolitan 
dailies in classified ad readership. 
The survey showed 65% of the 
women read the Press’ classifieds, 
while only 35% read classified 
in other papers. 


Reappoints Noyes & Sproul 


Florida Citrus Commission has 
reappointed Noyes & Sproul, New 
York, to direct its medical pro- 
motion. The appropriation for 
this field has been increased to 
$150,000 for publication space and 
direct mail. J. Walter Thompson 
Co. was recently appointed to 
handle the consumer advertising. 


Six Pick Shrager Agency 


General Repair Co., Gem Speci- 
alty Co., Palmer Mfg. Co., Glamor 
Make-Up, Service Die Cutting, and 
Star Publishing Co., all of New 
York, have placed their advertising 
with John Shrager Inc., New York. 


Detroit Agency Moves 

Holden, Clifford, Flint Inc., De- 
troit, has moved to its own new of- 
fice building at 16180 Wyoming, in 
northwest Detroit. 


PEORIA 


ILLINOIS 
Buying Center For The Rich 13 County 
PEORIArea Market Blanketed With 


THE PEORIA JOURNAL STAR 


1. First metropolitan market in Illinois (ex- 


cept Chicago) 
2. Metropolitan county area pop. 250,000. 
3. oa TEST newspaper in U. S.”—S.M. 


4. Per emote income—51% above Nat’! Ave. 
SEND FoR “PEORIAREA FACTS FOR — FOLDER 
Nationally Represented 


WARD-GRIFFITH CO., INC. 
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Vf riences ti Dudustoy 
OUR PARTNER: THE SCIENTIST 


Bei is a close relationship, not often perceived by either party, 


od 

between the scientist and the salesman. This relationship is idealized in my 

‘ mind by the career of Charles F. Kettering. From his beginnings as a farm 

a boy in the hill country of Ohio and a youth who climbed telephone poles 
: as a lineman, he has always wondered how things worked and has asked 

oh how things can be made to work better. He is a scientist. 

: 

Me 

“ oS ago, he asked how the then primitive automobile could be 

" made to work better. His answer, in the self-starter and the battery igni- 

2, tion system, was one of the decisive early developments which have given 

7 the automobile and the auto industry their place in our culture and our 

a economy. Again, he was one of the first to comprehend that fuel is as much 

: a component of the auto engine as a crankshaft. The development of tetra- 

a ethyl lead and the synthetic fuels which followed from this approach has 

3 determined the evolution of our auto engine. As a further result, the petro- 

~ leum industry today does not merely pump oil out of the ground; it is a 

- major and highly advanced unit in our chemical industry. His most recent 

: contribution, the Kettering high compression engine, promises the reduc- 

’ tion, by as much as 25 percent, of the fuel cost of our automobiles. 

2s 

be 

0 Wy... the work of the scientist is thus correlated with its conse- 

~ quences — in the creation of new industries, new jobs, new values for the 

’ consumer — itis clear that the salesman is very much in business with the 

; scientist. As Charles F. Kettering himself so aptly says it: “There is nothing 


like a good product to make your advertising more effective.” 
; Med P. Hoan, iO 


Alfred P. Sloan, Jr., is chairman of the board 
of the General Motors Corporation 


R 

~ 

0. 

M. 

4 This series of advertisements is published by the only U. S. magazine which covers all of the sciences SCIENTIFIC 

: in the interest of a wider understanding of the role of science in industry. Reprints upon request: AMERICAN 24 West 40th Street, New York 18, N. Y. 
RE 
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Advice on Length of Work Week Given 
by National Industrial Conference Board 


New York, Sept. 5—With mobi- 
lization looming on the horizon, 
labor efficiency and productivity 
during World Wars I and II will 
undoubtedly be examined closely, 
the National Industrial Conference 
Board says in issuing its recently 


PATERSON 


NEW JERSEY 
8rd City In New Jersey Covered With 


THE PATERSON CALL 

In 1949 the Morning Call carried more than 

7,000,000 lines of local advertising. Depart- 

ment Stores and national chain food com- 

panies know, from long experience, the 

people of Paterson read and are influenced 

by their advertising in the Call. 

REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Pp 4 By 

WARD-GRIFFITH co., INC. 


Park Lexingten Building 
Wrigley Building 


General Motors Bullding.... DETROIT 
Statier Office Bullding.............+++; BOSTO 
23 Marietta Street........ ATLANTA 
Russ Building ..........++++. cl 


completed study on “Economics of 
the Work Week,” prepared by Dr. 
Herbert R. Northrup, the board’s 
labor economist, and Herbert R. 
Brinberg of its division of busi- 
iness economics. 

The study shows that the seven- 
day work week is uneconomical 
and that experience has demon- 
strated that the 48-hour work week 
is best for war production. 

“The unanimous conclusion of 
all studies,” the board says, “is 
that the seven-day work week 
and hours of 60 or more a week 
reduce the efficiency of labor and 
are uneconomical for business.” 


ein the early stages of World 
War II, a number of plants in the 
U. S., and a larger percentage in 
Great Britain, went on the seven- 
day week, with hours ranging from 
54 to 72. The prewar standard in 
the U. S. was a five-day, 40-hour 


week; in Great Britain it was a 
six-day, 48 hour week. 

“The experience with the seven- 
day week in both countries was 
very similar,” the report says. “For 
a time after the longer schedule 
was adopted output increased. 
Then as fatigue accumulated, 
weekly output fell to levels exist- 
ing before the change, or even be- 
low that. Workers were found to 
have a tendency to pace them- 
selves under different work sched- 
ules in order to avoid extreme 
fatigue. Where workers had no 
control of the speed of work, out- 
put increased under the seven-day 
week, but so did spoilage, sickness 
and absenteeism.” 


ws The most comprehensive study 
to date of the relation of output 
to hours of work, the report notes, 
was that published by the U. S. 
Bureau of Labor Statistics in 1947. 
In order to study the effect of 
hours on labor efficiency, “the 
BLS made careful checks to keep 
results from being affected by the 
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introduction of new machinery, 
improvements in design or other 
factors.” 

The general conclusion of the 
BLS report, the board says, was 
that the addition of the sixth day 
had no disadvantageous effect on 
output, provided daily hours were 
held to eight. 

Other studies, the board adds, 
support the conclusion that the 48- 
hour week was best for war pro- 
duction, and that adding the sixth 
day had no ill effect unless the 
daily hours were excessive. It 
notes, however, that different re- 
sults might occur if the six-day 
week were inaugurated in peace- 
time. 


a The BLS study also supported 
the view that, although the 48- 
hour week, eight-hour day is the 
maximum of efficiency, the 40- 
hour week, eight-hour day is the 
optimum work schedule. 

Few industries, the review points 
out, operate on less than a 40- 
hour schedule; the outstanding ex- 
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Fastest Growing Grocer- 
Distributed National Magazine / 
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Independents Sell the 


JANUARY.... 


Guarantee up 25% effective Novem- 
ber, 1950 issue! (from 400,000 to 
one-half million). Rates up 25%. Month 
by month, American Family steadily 
gains in circulation and readership. 


APRIL..............429,647 
AUGUST............485,320 


se eeee 284,206 


(Publisher's estimate based on billing. Sworn statement 
of paid circulation now being audited by Arthur 
Andersen & Co., Certified Public Accountants.) 


bounds! 


store advertising. 


ne 
/ 


Here Is An Important Part of An Important Market 


Can you afford to pass up nearly half a million family 
“purchasing agents’? American Family is the most 
selective magazine advertisers can buy to reach those 
women in each neighborhood who shop the independ- 
ents! Add this invaluable coverage to your other food 


Food Store Sales Favor Independents * 


It is increasingly important to add this valuable neighborhood 
coverage to the sales effort behind any product sold to families! 
That’s why American Family circulation is growing by leaps and 
ndependent grocery store sales show bigger gains 
every year. The American Family Magazine is your open door 
to this great market. 


*1950 Food Sales Figures Favor Independents 


(Advertising Age 7-17) ‘For the first time since 1945, the first 
months of 1950 favored the independents... answer lies... 
(1) they entered organizations for more effective wholesale buy- 
ing (voluntary groups); (2) they bettered store o 


rating meth- 


ods by shifting to modern self-service ‘superettes’. .. more than 
half of independent store sales are now going to ‘affiliated’ grocers 
ndent grocers who have voluntarily banded together 


New York Office, Murray Hill 5-3909 © Chicago Office, Wabash 2-8916 


—inde 
with wholesalers for greater economy and efficiency.” 


Pacific Coast, Henry and Simpson, Los Angeles—Tucker 9154 


the only magazine distributed 
nationally through independent voluntary 
and cooperative grocery groups. 


ception being the rubber industry. 
Approximately half of the workers 
in this industry are employed on 
a six-hour day, six-day week 
basis. This schedule was inaugu- 
rated in 1930. Previously, an eight- 
hour, six-day week had been gen- 
eral. During World War II, the 
rubber industry again worked on 
a 48-hour weekly basis. 

The requirements of war pro- 
duction forced the first shift away 
from the downward trend of hours, 
the board notes. In contrast to the 
period of World War I, which 
saw hours reduced, the period of 


World War II was marked by a, 


sharp increase. 


a The wartime interruption of 
the downward trend in hours, 
however, was only temporary. 
Throughout World War II, the 
overtime provisions of the Fair La- 
bor Standards Act remained in 
effect, and time and one-half was 
paid for all work in excess of 40 
hours a week. When hostilities 
ended, the 40-hour week again 
became the standard. Moreover, 
industries which were not covered 
by the hours provisions of the la- 
bor standards act, such*as air 
transport in 1945, railroads (non- 
operating employes) in 1949, and 
some units of retail trade, went 
on the 40-hour week for the first 
time. 

Further evidence of the preva- 
lence of the 40-hour week in 
American industry was revealed 
by a survey of approximately 200 
leading companies conducted by 
the conference board in the sum- 
mer of 1948. More than 90% of all 
production workers in this sample 
were shown to work the standard 
eight-hour day, five-day week. Of- 
fice workers frequently were found 
to work shorter hours. 


a A significant point developed 
by the board’s survey is that “pro- 
ductivity and worker efficiency 
are not necessarily synonymous 
terms. Productivity is not a meas- 
ure of the man alone, but of the 
man and his equipment. It is a 
statistic cormmonly measured by 
dividing output by man-hours of 
work. 

“Rising labor productivity is 
largely a manifestation of the 
joint contribution of increasing 
capital, improved managerial tech- 
nique, and scientific advance. 
Thus, the doubling of real out- 
put per man-hour between 1900 
and 1940 was not primarily the 
result of greater physical effort. 
People did not work twice as hard 
in 1940 as in 1900. If anything, it 
was less arduous and it was done 
under better working conditions. 
The important point is, that in 
combination with much more plant 
and equipment, labor produced 
twice as much per hour.” 


Distillers Use Outdoor 

National Distillers Products 
Corp. will use painted bulletins 
for all of its products on a 100% 
showing in Los Angeles. Miles of 
Advertising, Los Angeles outdoor 
company, will handle the cam- 
paign. 


M. H. Smith Jr. Joins Agency 

Melville H. Smith Jr. has joined 
Ketchum, MacLeod & Grove Inc., 
Pittsburgh, as an account execu- 
tive. He formerly had been adver- 
tising director of Philadelphia 
Magazine. 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Blanketed By The 
PORT HURON TIMES HERALD 
1. Port Huron is one of Michigan’s Key 
Cities over 58,000 population. 
2. Buying center for the Thumb and River 
District. 
8. Diversified Industry and Farming. 
SEND FOR OUR PORT HURON MARKET FOLDER 
Nationally Represented By 
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ding 


Wrigley Building ...............5505. CHICAGO 
General Motors Building............. DETROIT 
Statler Office Building................ BOSTON 
22 Marietta Street.................5. ATLANTA 

uss Building ............... SAN FRANCISCO 
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GREETING—This Christmas gift box is 

availabie now from H. J. Heinz Co., 

Pittsburgh, to companies planning ahead 
‘on Christmas lists. 


‘Parade’ Shows 
Ad Helps Retail 
Stores Will Use 


New York, Sept. 7—“If you 
want to sell your merchandise 
through department stores, and 
want to get the most effective re- 
tail advertising on your product, 
find out what each of your cus- 
tomers wants in the way of ad- 
vertising material and give it to 
him,” Parade advises in a new re- 

rt. 

The publication recently com- 
pleted a survey of most of the 
leading department stores in the 
32 cities where it is distributed. 
Purpose of the study was to de- 
termine what kinds of retail ad- 
vertising helps department stores 
really want and can use. 


s In its report on the survey, Pa- 
rade argues that it would be cheap- 
er to find out what each store 
wants than to make up an all-in- 
clusive kit and give it to every- 
one. “Even a rough division of 
stores into three groups, each group 
wanting somewhat similar mate- 
rial, and the production of a kit 
for each group, would cut costs 
for this material and get better 
retail advertising for the prod- 
uct,” according to the publication. 

The questionnaire revealed that 
62% of the stores want mats il- 
lustrating the product and, of 
these, 96% want two or more 
proof sheets instead of the cus- 
tomary single proof supplied by 
agencies. In fact, 20% of the stores 
said that they want from four to 
six proof sheets. 


a Of the entire group, 36% of the 
stores like to get cuts, and 57% 
of these want at least three proof 
sheets—primarily for the purpose 
of avoiding composing room errors. 

A total of 55% of the stores 
would like to have glossy b&w 
prints of the art work used by the 
manufacturer in his current ad- 
vertising. They not only want to 
achieve closest possible identifica- 
tion of the manufacturer’s ads in 
retail copy, but also use such prints 
in the display department and for 
point of sale material. 

‘Complete ‘drop-in’ ads of var- 
ious sizes with illustration and 
copy, which can be included in a 

ore’s own advertising, are wanted 
by 29% of the stores,” accord- 
ing to Parade. “In practically every 
instance, stores asking for these 
are smaller stores, in smaller cit- 
ies, where creative staffs are limit- 
ed.” 


s Almost without exception, says 
Parade, stores want printed or 
typed sheets of copy suggestions. 
One advertising manager com- 
mented: “What we want most is 
concise information about the 
qualities and customer benefits in- 
herent in the product.” 

About one-third of the stores 
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studied want suggested radio com- 
mercials. Of those who do, the 
majority prefer a 30-setond spot, 
implying that manufacturers 
should first find out which of their 
customers use radio and then sup- 
ply them with a number of spots 
of varying length. 

At least 66% said they want re- 
prints of the manufacturer’s actual 
advertising, primarily in order to 
do a good retail selling job in 
print. 

Finally, Parade concludes, all 
stores using the materials men- 
tioned want them early, sometimes 
as many as six weeks ahead of 
date of use. A total of 19% want 
them two weeks early; 33%, three 
weeks ahead of publication date; 
38% four weeks ahead; 7%, five 
weeks, and 3% six weeks early. 


NoMend Opens Fall 
Promotion for its 
High-Fashion Hose 


PHILADELPHIA, Sept. 8—NoMend 
Hosiery Inc. has launched a four- 
step advertising and promotion 
campaign for its high-fashion line 
of fall hosiery. 

The drive, largest in the com- 
pany’s history, opens on a back- 
to-school keynote. Second phase 
of the promotion is a series of ads 
devoted to the “Famous Five” pro- 
portioned fit. Fall colors will be 
featured in the third step and the 
hosiery-for-Christmas-gift idea 
will conclude the campaign. 

The company also will introduce 
two new styles—a 30-denier, lisle- 


sole nylon stocking and a cotton- 
plaited-sole, 70-denier nylon for 
service wear. 

On the schedule are Glamour, 
Harper’s Bazaar, Mademoiselle 
and Vogue. Three out of four of 
the full-page insertions are sched- 
uled to run in four-color bleed. 

Dealer promotional material and 
a window display contest also will 
be used as part of the push. 

Al Paul Lefton Co. is the agency. 


WGAR Names George V. P. 


Carl E. George, formerly assist- 
ant general manager of Station 
WGAR, Cleveland, has been 
named station vice-president and 
general manager, succeeding John 
F. Patt, recently elected president 
of the Goodwill stations, WGAR, 
WJR, Detroit, and KMPC, Los An- 
geles (AA, Sept. 4). 


3 San Francisco Stations 
Expand TV Schedules 
KGO-TV, San Francisco, will 
expand its program schedule to a 
full seven-day week when it starts 
operating on Sundays, beginning 
Sept. 10. With this addition the 
station will offer a total of 45 
hours of programs a week. 
Station KPIX, San Francisco, 
will be on the air seven days a 
week starting Sept. 11, and on 
Sept. 23 KRON-TV, San Francisco, 
will begin daily programming. 


EYE*CATCHERS 
For idea men. . . a unique 
photo service .. . 
large and small advertisers 
everywhere .. . in all kinds 
of promotions . . . prints or 
mats available. 


rite for 

i proofs No. 14. 
EYE*CATCHERS, INC. 

10 E. 38 St., New York City 16 


You “get the picture” on San Francisco’s 


“Best Circles” in this TIME Magazine* quote on 


HE REAL, complete San Francisco 
market circles out from San 
Francisco. Its approximate 50-mile 

radius includes both ABC City 
Zone and ABC Retail Trading 
Zone. Every sales and population 
yardstick shows the HEART of 
this market is in the bigger-spending 
suburbs—outside San Francisco. Check 
circulation distribution of San Francisco 
newspapers with this fact in mind! 


NATIONAL REPRESENTATIVES 
SAWYER, FERGUSON, WALKER CO., New York + Chicago + Philadelphia + Detroit * Atlanta * San Francisco « Los Angeles 


ronicle 


DELIVERS “BEST CIRCLE” COVERAGE 
IN TRADING ZONE AND CITY TOO 


4 New census findings prove it again: 
Our “bedroom towns” are booming! 
Because The Chronicle’s circulation 
pattern reflects this population shift 
we’re known as San Francisco’s sell- 
ingest newspaper. Out in the Trading 
Zone ...inside The City. 
meets more people able to buy when 
you start with a Chronicle schedule! 


.. advertising 


*July 3, 1950 issue 
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LeVally Opens Branch 

LeVally Inc., Chicago agency, 
has opened a branch office in the 
Martin-Brown Blidg., Louisville, 
to service the Frank Fehr Brew- 
ing Co. account. 


Hudson-Ross Names Drey 

Alan Drey has been appointed 
advertising and sales promotion 
director of Hudson-Ross Inc., Chi- 
cago television, radio and record 
dealer. 


Joins ‘World-Telegram’ 

Joseph B. Lee, formerly circu- 
lation manager of the Atlanta 
Constitution, has been named to 
the newly created position of as- 
sistant circulation manager of the 
New York World-Telegram & Sun. 


Ludgin Names Robert Wick 

Robert E. Wick, formerly with 
Pilot Surveys Inc., been 
named a research director of Earle 
Ludgin & Co., Chicago. 


Rival Co. Moves Offices 

Rival Mfg. Co. has moved to new 
general offices for all sales, service 
and executive departments at 22nd 
St. and McGee Trafficway, Kansas 
City 8, Mo. 


Names Robert McCormack 

Robert B. McCormack, in the 
New York sales office of United 
Board & Carton Corp., Syracuse, 
has been named to the carton 
sales staff. 


Robert L. “Bob” Matthei, a salesman with newspaper experience, has been 
cessfully selling advertising space and ideas since 1937. “Bob” is fortified with 
a wealth of promotion material and records. He is also backed by the man- 
power of our organization and that of our new 
can do a job for you. “Bob” Matthei, or any of our salesmen, will be glad to 
help you. A request for information will get quick action. Please note indi- 
vidual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO., INC. 


Park Lexington Building....................... Pl. 
Wrigley Building ; 

General Motors Building 
CE Es on occ poccsuscsescenséces 


THIS IS “BOB” MATTHE! — (Another W-G Salesman) 


pers. Newspaper advertising 


4) Angeles. He formerly was vice- 
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Opens Harvest Drive 


The Washington State Fruit 
Commission has opened a harvest- 
time drive promoting Washington 
Bartlett pears and prunes. Media 
include newspapers, radio, point 
of sale material and bus cards in 
Seattle. The campaign extends to 
76 cities in Washington, Idaho, 
Montana, North and South Dakota, 
Iowa, Wisconsin and Michigan. 
Pacific National Advertising Agen- 
cy, Seattle, handles the account. 


American Steel Names Two 


American Steel & Wire Co. has 
appointed Walter C. Anderson as 
assistant manager of construction 
materials products sales division, 
and Ear! N. Graf as assistant man- 
ager of the wire rope products sales 
division. Both positions are newly 
created in the U. S. Steel subsidi- 
ary. 


Factor Appoints Breyer 

Donald A. Breyer has been ap- 
pointed executive vice-president 
of the Ted H. Factor Agency, Los 


president of Brisacher, Wheeler & 
Staff, Los Angeles. 


The factis... 


twice as much... 


as average... 


. . . the very same people who are twice as good customers for YOUR product! 


820,000 HOLIDAY families average 
2.5 vacations per year (32% outside 
the United States) ...drive 50% more 
than the national average ... have 
more than twice the yearly income. 


HOLIDAY . . . the most MASSive CLASS market in the world! 


Stopette Contest 
to Be Promoted on 
Montenier TV Show 


Cuicaco, Sept. 6—Jules Mon- 
tenier Inc., Chicago manufacturer 
of Stopette spray deodorant, wil] 
launch a nationwide prize contest 
simultaneously with the signing 
of a new 52-week renewal contract 
for “What’s My Line?,” its half- 
hour television show over Colum- 
bia Broadcasting System. 

The new contract calls for the 
broadcasting of “What’s My Line?” 
at 10:30 p.m., EST, on consecu- 
tive Sundays, instead of at 9 p.m. 
on alternate Wednesdays as with 
the current schedule. According to 
the contract which goes into effect 
Oct. 8, the show will be carried 
live and by kinescope-telecast (Eye 
& Ear Dept., AA, July 3). 

Official teaser announcements of 
the national consumer prize con- 
test will be carried on the TV 
show during the weeks of Sept. 10 
and 24. Awards of $1,000 will be 
made each week to the contestant 
who submits the best 25-word 
statement on why he or she likes 
Stopette better than any other 
type of deodorant. 

Entrants in the contest, which 
will run during the weeks of Oct. 
8, 15, 22, 29 and Nov. 5, 12, 19 and 
26, must accompany each entry 
with a special contest-entry ban- 
ner tag which will be attached to 
the necks of Stopette spray bot- 
tles. Instruction leaflets that come 
with each bottle may also be used. 


a Cities that will receive the live 
telecast of ‘“What’s My Line?” 
which originates in New York, are 
Chicago, Cincinnati, Cleveland, 
Columbus, Dayton, Detroit, Kala- 
mazoo, New York, Philadelphia, 
Syracuse and Washington. 

Atlanta, Birmingham, Greens- 
boro, N. C., Jacksonville, Charlotte, 
N. C., and Louisville will also re- 
ceive live telecasts when stations 
there get coaxial cable connections. 

The kinescope-telecast version 
of the show will be sent to Dallas, 
Milwaukee, San Antonio and San 
Francisco. 

Other promotional efforts in- 
clude the use of the national TV 
program by specific retail ac- 
counts, such as a member of 4a 
drugstore chain or an independent 
concern. By pre-arrangement, the 
one-minute commercial at the end 
of each show will plug these dif- 
ferent stores on selected Sunday 
evenings. 


Graflex Announces 
Ad Allowance Plan 


A newspaper advertising al- 
lowance plan announced by Gra- 
flex Inc., Rochester, N. Y., gives 
dealers an ad credit of 2% of 
their total purchases from Gra- 
flex for a six-months’ period. Up 
to the amount of this credit, Gra- 
flex will pay one-half the space 
costs of the dealers’ local news- 
paper advertising of products 
made or sold by Graflex, placed 
in the ensuing six months in at- 
cordance with the allowance plan. 

The company also will furnish 
dealers a variety of mats, electros, 
glossy prints of products and 
prize-winning pictures from the 
Graflex photo contest as well as 
suggested seasonal advertising 
layouts. Cecil & Presbrey, New 
York, is the agency. 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market In Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 


$109,695,000 Effective buying income 
$85,616,000 Retail Sales 
Quality of market index 104 
Advertise and sell] in Quincy 
ASK FOR OUR RETAIL DISTRIBUTION suRVEY 
oh 4 By 


WARD-GRIFFITH CO., I 
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Coming © 


onventions 


*Indicates first listing in this column. 


Sept. 11-12. National Assn. of Maga- 
zine Publishers, 3lst annual meeting, Es- 
sex & Sussex, Spring Lake, N. J. 

Sept. 11-12. Pennsylvania Newspaper 
Publishers’ Assn., annual classified ad- 
vertising clinic, Penn Harris Hotel, Har- 
risburg. 

Sept. 17-18. Midwest Newspaper Ad- 
vertising Executives Assn., fall meeting, 
President Hotel, Kansas City, Mo. 

Sept. 18-21. Financial Public Relations 
Assn., 35th annual convention, Hotel 
Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-27. Assn. of National Adver- 
tisers, annual convention, Drake Hotel, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Assn., 47th annual convention and 
Specialty Fair, Palmer House, Chicago. 

Sept. 30-Oct. 3. Mail Advertising Serv- 
ice Assn. International, 29th annual con- 
vention, Roosevelt Hotel, New York. 

Oct. 2-6. Premiums & Ad Specialties 
Exposition, 7ist Regiment Armory, New 
York, sponsored by Premium Adver- 
tising Assn. of New York. 

Oct. 3. Associated Third Class Mail 
Users, annual convention, Hotel Bedford, 
New York. 

Oct. 4-6. Direct Mail Advertising Assn., 
33rd annual conference, Roosevelt Hotel, 
New York. 

Oct. 5. Export Advertising Assn., 2nd 
annual convention, Hotel Plaza, New 
York. 

Oct. 5-7. Newspaper Advertising Man- 
agers’ Assn. of Eastern Canada, 3rd an- 
nual meeting, Mount Royal Hotel, Mont- 
real, Que. 

Oct. 6-7. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 9-11. American Photoengravers 
Assn., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

*Oct. 9-12. Advertising Typographers 
of America, 24th annual convention, Ho- 
tel Traymore, Atlantic City, N. J. 

Oct. 12-25. Life Insurance Advertisers 
Assn., annual convention, Claridge Ho- 
tel, Atlantic City. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 20-22. Midwest Conference of 
Women’s Advertising Clubs, Hotel 
Schroeder, Milwaukee. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 23-25. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 26-27. Audit Bureau of Circula- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 26-28. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
- ~7pcenae White Sulphur Springs, W. 

a. 

Oct. 31-Nov. 1. American Assn. of Ad- 
vertising Agencies, annual Eastern Con- 
ference, Hotel Roosevelt, New York. 

Nov. 20-22, Central regional meeting, 
National Newspaper Promotion Assn., 
Indianapolis. 

Jan. 19-20, 1951. Southwestern Assn. 
of Advertising Agencies, Baker Hotel, 
Dallas. 

Jan. 22-24, 1951. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

Feb. 16-17, 1951. Pennsylvania News- 
Paper Publishers’ Assn., annual display 
advertising conference, Penn Harris Ho- 
tel, Harrisburg. 

May 2-4, 1951. Assn. of Canadian Ad- 
vertisers, annual convention, Toronto. 


Changes Publication Month 


The 14th annual Building Sup- 
ply News dealers’ directory, pub- 
lished by Industrial Publications, 
Chicago, will be issued in Febru- 
ary, effective with the 1951 edi- 
tion. The publication had been 
published in January for the past 
13 years. The change is a result 
of a mail questionnaire in which 
readers were asked to express 
their preference. 


Joins Ketchum, MacLeod 


Howard W. Jones, formerly ad- 
vertising manager of the Okla- 
homa Natural Gas Co., has been 
named an account executive of 
Ketchum, MacLeod & Grove, 
Pittsburgh agency. 


“THE LETTER 


Chicago 5.\linois * 


431 S. Dearborn St., 


Changes Cover Style 


With the September issue, 
American Magazine will use a 
new type of cover which will deal 
with various aspects of American 
family life. The September cover 
shows the early morning rush in 
the bathroom. The magazine pre- 
viously used covers of general in- 
terest that followed no particular 
pattern. Contributors will be paid 
$50 for snapshots of family scenes 
that can be used as ideas for cover 
paintings. 


Frigidaire to Star Hope 

Bob Hope will star in the third 
of a series of variety shows over 
NBC’s TV network Sept. 14, spon- 
sored by Frigidaire Division of 
General Motors. Slated to appear 
with Hope on the 60-minute tele- 
cast are Dinah Shore, Lucille Ball, 
Bob Crosby, Al Goodman’s or- 


chestra and the Jack Cole dancers. 
It will be telecast live from 8 to 9 
p.m., EDT, Sept. 14 over all 
available stations and rebroad- 
cast at a later date over the rest 
of the stations. 


A. R. Mendenhall Appointed 

Alan R. Mendenhall has been 
appointed sales manager of the 
steel building division of Steel- 
craft Mfg. Co. He was formerly 
associated with George L. Mesker 
Co., Evansville, Ind. Nat L. Leh- 
man will continue as sales mana- 
ger of the building products 
division. 


TV Ads Names Perillo 

William Perillo, formerly assist- 
ant television coordinator for Cas- 
cade Pictures, Hollywood, has been 
named general sales manager for 
TV Ads Inc., Los Angeles. 


SOEIIS 


U. S. CENSUS, 1950, PRELIMINARY, CITY POPULATION 
MONTGOMERY, ALABAMA 
METROPOLITAN MONTGOMERY, 138,129 


% 35.3+ PERCENT INCREASE IN 
CITY SINCE 1940 


%& 24.2+ PERCENT INCREASE IN 
CITY AND COUNTY SINCE 1940 


FOR MORE DETAILS ON ALABAMA'S 
CAPITAL CITY AND CAPITAL MARKET ASK 
KELLY SMITH COMPANY 
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N E 


is 


worth 


SEVEN 


It is an accepted fact that people learn seven times more through the 
eye than through the ear. But think of this! — Spot Movies (Film 
Commercials) combine the visual impact of newspapers and maga- 
zines, the oral persuasion of radio and, in addition, combine sight 
(with color if you wish) and sound with motion to make product 
demonstrations. 


Spot Movies (Film Commercials) appear on the theatre screens like 
movie shorts. They get almost 100% attention from a relaxed, recep- 
tive audience. (The movie audience is the finest cross-section of mass 
buying power you can assemble.) With Spot Movies (Film Commer- 
cials) you can aim your message at highly selective markets — even 
down to particular neighborhoods — or get nation-wide coverage 
through the 14,458 available theatres. 


Cost? Spot Movies enable you to put over standardized, carefully- 
arranged product “demonstrations” at an average cost of only $.004 
per movie-goer! 


For the complete story on Spot Movies, write The Movie Advertising 
Bureau today. 


. li 
NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 
NATIONAL OFFICES KANSAS CITY: 2449 CHARLOTTE ST.  @& 


ovie Advertising Bureau 


CLEVELAND: 526 SUPERIORN.E. @ 


SAN FRANCISCO: 821 MARKET ST. 
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Reiwitch Joins Rothbardt 


A. D. Reiwitch, formerly with 
Gourfain-Cobb Advertising Agen- 
cy, Chicago, has joined the execu- 
tive staff of A. Martin Rothbardt 
Inc., Chicago agency. Mr. Rei- 
witch has brought with him the 
Serta Associates’ account, which 
he will handle. This mattress and 
bedding manufacturer will use 
magazines, radio, TV and direct 
mail. 


ROCKY MOUNT 


NORTH CAROLINA 
One Of The Nine Largest Cities In 
North Carolina Reached By The 
The Evening & Sunday Telegram 


A modern industrial city, largest east of 
Raleigh and north of Wilmington, offering 
a field rich in Agriculture, Manufacturing, 
Tobacco Culture & Marketing. 
SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented by 


WARD-GRIFFITH CO., INC. 


Lexington Building........... NEW YORK 
Wrigley Bullding............s-cesceees CHICAGO 
General Motors Building............. DETROIT 
Statier Office Building...........--++. BOST 
22 Marietta Street............-+-005. ATLANTA 

Bullding............+..- SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


Washington Guide to the Perplexed 


This is the second of six ar- 
ticles reviewing the status of ad- 
vertising under war conditions. 
It discusses the manpower prob- 
lem, Last week Treasury and 
Armed Forces regulations gov- 
erning advertising were given in 
detail. In future weeks the ar- 
ticles will discuss the tax situa- 
tion, restrictions on credit, how 
shortages are likely to affect 
various lines of business, and the 
contributions which advertising 
may be called upon to make to 
a war effort. 


By STANLEY E. COHEN 
WasHINGTON, Sept. 7—Mobiliza- 


tion of the nation’s industry and 


Here's Present Status 
of Manpower Demands 


armed services is already changing 
the job market, and bringing back 
that familiar “everything is up in 
the air” feeling which enveloped 
millions of men throughout World 
War II. 

No doubt about it: there is rough 
going ahead. 

From the standpoint of the indi- 
vidual, if he is a reservist, or un- 
der 35 years old, there is the pros- 
pect of military service. 

For the employer, the struggle 
will be to hold on to key workers; 
and to find replacements who can 
keep the organization going at a 
decent standard of performance. 


sw With the services asking 1,000,- 
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000 more men during the coming 
12 months, quick congressional ac- 
tion is expected next January on 
legislation extending the draft to 
all men under 35. Obviously all 
will not be needed. The best guess 
is that the draft will sweep up 
single men under 35; probably 
some family men 19-26. 

The draft will not be in high 
gear until mid-winter. Meanwhile 
the services are moving method- 
ically ahead inducting reservists. 
The present outlook is that vir- 
tually all reserve officers and men 
of all three services will be called. 

While a 3,000,000 man defense 
organization is small by World 
War II standards, in a period of 
full employment the induction of 
upwards of 1,000,000 young men 
will have a serious impact on the 
nation’s manpower supply. 


ws In fact, manpower is probably 
the most serious shortage threat- 
ening the U. S. mobilization pro- 
gram. With 62,000,000 persons al- 
ready on the job, the pool of un- 


Now—Kimberly-Clark brings you 


Premium Papers at 
“Economy” Prices! 


HERE’S YOUR BEST SUPER SALESMAN — NEW LEVELCOAT— READY FOR SUPERCALENDERING! 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 


berly-Clark’s four new 


Levelcoat* papers with new fiber, 
new formula, give you premium qual- 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 
all four Levelcoat papers. In make- 
ready, on large or small presses, 


fully-coated 


you'll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved— 
with less waste—on new Levelcoat. 

So regardless of your paper re- 
quirements — for long runs or short 
runs, for advertising pieces, mag- 
azines or house organs—look to 
Levelcoat for printability at its best. 


He barks! — After leaving the automatic barker, 
logs are further stripped by the hand barker. 
Extra steps in the careful preparation of other 
raw materials, too, help assure this new premi- 
um quality. It’s the finest paper in Levelcoat 


history—whiter, smoother, stronger, more versa- 


tile than you ever before believed possible. 


Proof of the paper is in the pulp! After fur- 
ther refining, and the addition of Long Lac 
sulphate fibers, this fluid pulp goes to the paper 
machines. The result then, will be a bright new 
premium paper that prints with exciting needle- 
sharpness ... gives you brilliant true-to-life repro- 
duction that snaps, sings, sparkles ! 


Ever try to pass 79 final exams? Levelcoat 
does, or it never leaves the mill! Many tests are 
made on precision instruments; others with the 
skilled hands of highly-trained personnel. These 
people are proud of new Levelcoat—proud enough 
to make sure it gives you the press performance 
and reproduction of higher-priced paper! 


Before choosing any printing paper — Look at Levelcoat 


New HIFECT* — with sulphate-cooked 
fibers added, permanence, foldability, di- 
mensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT* —for 


printing. Provides a moisture-and -pick-re- 
sistant coating. Offers outstanding foldabil- 
ity. Renders colors without loss of density: 


finest offset 


New TRUFECT* —whiter, smoother, folds 
even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 
press dependability, finer reproduction. 


New MULTIFECT*—an economy sheet 
for volume printing. Now Multifect has added 
strength, better foldability, greater uniform- 
ity ream-on-ream than ever before. 


“TRADEMARK 


KIMBERLY- CLARK 


CORPORATION 


NEENAH, WISCONSIN ex 


employed is already down to a 
“dreg” level. Unless new man- 
power sources are found, there wil] 
be painful results as workers are 
shifted into essential industries 
and the services. 

For what it is worth, advertis- 
ing, publishing and radio broad- 
casting all appear on the list of 
“essential industries” worked up 
by the Department of Commerce 
to guide the armed services in 
calling reservists. 

Publishing and radio broadcast- 
ing are mentioned specifically; ad- 
vertising by inference in “Major 
Group 73,” a catch-all bracketing 
into the “essential” class “estab. 
lishments rendering services not 
elsewhere classified to business 
enterprises on a fee or contract 
basis.” 


® Needless to say, a list as broad 
as the Commerce compilation—it 
covers just about everything ex- 
cept bookmaking, and maybe the 
Good Humor man—is not binding 
on the services in considering the 
deferment status of individual 
guardsmen or reservists. In fact, 
an interdepartmental committee 
has already been set up to modify 
the list, as the tightening man- 
power situation requires. 

But even if advertising is rated 
as an essential activity, and an 
individual adman is working on a 
public service campaign, in sup- 
port of the nation’s mobilization 
program, he may find it hard to 
convince the draft board that the 
advertising assignment is more im- 
portant than a pfe’s job in Uncle 
Sam’s Army. 


# In a tight manpower situation, 
an individual seeking deferment 
generally has to be in a “critical 
occupation” in an essential indus- 
try. The list of critical occupa- 
tions, drawn up by the Department 
of Labor, mentions such callings 
as boilermaker, shiprigger and 
millwright. No occupations in ad- 
vertising or media come close to 
making the list. 

While the “essential” industry 
classification may or may not be 
useful to an individual facing the 
draft, it can be important to the 
employer. Under manpower mobi- 
lization controls, for example, only 
“essential” industries would be 
able to hire new workers. “Es- 
sential” industries get a_ better 
share of scarce materials. 


@ Here is the outlook on the draft: 

Before long, all men under 35 
will be registered. But according 
to Rep. Carl Vinson (D., Ga.), 
chairman of the House armed ser- 
vices committee, every effort will 
be made to build the services with- 
out resorting to family men. In 
general, inductions would proceed 
along these lines: 

Single non-veterans, then single 
veterans. Family non-veterans 
19-25; family non-veterans 25-35; 
then family veterans. 

Calls will be issued by local 
draft boards. Appeals for defer- 
ment should be filed locally with 
the board. 

However, Rep. Vinson’s plan to 
take unmarried veterans before 
family non-veterans faces a fight 
from veterans’ groups, who con- 
tend “all should have the privilege 
of serving.” They feel that non- 


NORTH CAROLINA 
No. 1 Per Capita Retail Sales Market 
In the South’s No. 1 State 
covered by 
THE SALISBURY POST 
Family readership in excess of 83%. 
Only newspaper with sufficient coverage 
in the heart of Piedmont Carolina to pro- 
duce satisfactory results. 
Advertise in Salisbury Daily & Sunday Post 
SEND FOR OUR FOOD PREFERENCE SURVEY 
Nationally Represented By 


WARD-GRIFFITH CO., INC. 


Park Lexington Building........... NEW YORE 
Wrigley Building .................... CHICAGO 
General Motors Building............. DETROIT 
Statler Office Building................ BOSTON 


22 Marietta Street................... ATLANTA 
Russ Building 


SEND FOR OUR CITY ZONE POPULATION FOLDER 
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Reprints Available 

Reprints of Stanley 
Cohen’s article on the sta- 
tus of advertising under war 
conditions, which appeared 
in AA last week, are avail- 
able. The price is 5¢ each 
for 100 copies or less, and 
less for larger quantities. 
The article contains a de- 
tailed review of the status 
of advertising as far as the 


| Service 


Treasury Department, rene- 
gotiation boards and Armed 
contract divisions 
are concerned, as well as 
President Truman’s publicly 
expressed attitude toward 
wartime advertising. 


\ 


veteran family men should be 
ralled before vets are drafted back 
nto service. 

As for reservists: 

The Army has already called 
109,000 of its 160,000 reservists; 
ythers will almost certainly be 
ralled. Four National Guard divi- 
ions and other specialized Guard 
inits already have been called. 
The Navy has called 88,000 re- 
ervists and is recruiting 70,000 
Seabees on a standby basis and is 
nviting reserve officers to return. 
[The Navy is de-mothballing 250 
ships from the reserve fleet. 

The Marines will almost cer- 
tainly call all 80,000 volunteer re- 
servists. 

The Air Force is in the process 
of calling 8,000 reserve officers 
and 42,000 reserve airmen to meet 
“critical requirements.” It has also 
mobilized 50,000 unorganized re- 
servists plus an unknown number 
of organized reserves and air Na- 
tional Guard units. 


a New Commissions: In general, 
the services are not issuing new 
commissions. There’s one known 
exception: Navy is commissioning 
electronics specialists. Also, all 
services are commissioning medi- 
cal and dental officers. 
Deferments: 

Army and Navy have each is. 
sued instructions for reservists and 
guardsmen who wish to be ex- 
cused from duty. 

Among the considerations are: 
“Engaged or employed in certain 
critical civilian occupations or es- 
sential activities.” 

“Considered key managerial per- 
sonnel whose call to active duty 
would cause material loss in pro- 
duction, services or research nec- 
essary to the national health, safety 
or interest.” 


Gossard Elects Savard 


G. A. Savard, 1st vice-president 


d production manager of H. W. 
Chicago, manufac- 


ames Denman & Betteridge 

Leland Detroit Mfg. Co., Detroit, 
has appointed Denman & Bette- 
ridge, Detroit, to handle the adver- 
ising and sales promotion of a 
hew garden tractor, called Terra- 
Tiller. Trade publications will be 
ised to introduce the new tractor. 


HEBOYGAN 


WISCONSIN 


A Wealthy Market For Your Product 
Blanketed With The 
SHEBOYGAN PRESS 

. Sheboygan is one of Wisconsin's key cities 

over 50,000 population. 

‘ Home of Prange’s, world’s largest de- 
partment store in a city the size of 

Sheboygan. 

Diversified Industry. 


SEND FOR OUR SHEBOYGAN masnst FOLDER 


Nationally Represented 
INC. 
YORE 


WARD-GRIFFITH CO. 
Lexington Building 
Tigley Building 
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Litho, Letterpress 
Producers Merge 
Printing Facilities 

New York, Sept. 6—Merger of 
Rogers-Kellogg-Stillson, one of 
New York’s largest offset litho- 
graphers, and Publishers Printing 
Co., large letterpress printer, ef- 
fected here Aug. 28, technically 
is a manufacturing merger rather 
than a corporate consolidation, 
William H. Walling, chairman of 
the board of Rogers-Kellogg-Still- 
son, told AA in an exclusive inter- 
view. 

The production, purchasing, 
shipping and accounting depart- 
ments of the two companies will 
be merged, Walling said, while 
“the sales units of each company 
will operate independently but co- 
operatively.” The two companies 
will occupy joint offices and print- 
ing plants at 207 W. 25th St. 
about Jan. 1. Letterpress work 
will be handled exclusively by 
Publishers Printing Co. and offset 


work will be done by R-K-S. 

The two printing outfits do a 
joint business of $5,000,000 annu- 
ally. With the efficiencies and 
economies that are expected to re- 
sult from joint operations, Mr. 
Walling said, he believes that the 
companies will add another $1,- 
000,000 worth of business to their 
joint total during the coming year. 


sw Three times more equipment is 
being added, he said. Publishers 
Printing Co. letterpress equipment 
will be augmented by R-K-S’s 
present letterpress machinery plus 
$600,000 worth of new composing 
room and press room equipment. 
R-K-S is installing $400,000 worth 
of new four-color 76” offset 
presses. 

About 80% of R-K-S’s business 
is advertising and sales promotion 
material for national advertisers. 
Publishers Printing Co., in ad- 
dition to handling regular com- 
mercial printing and some publi- 
cation work, does a_ substantial 
amount of municipal and state 
printing. 


Walling and C. L. Mortimer, 
president of R-K-S, hold the con- 
trolling interest in that company. 
Publishers Printing Co. is a close- 
ly held family corporation, the 
stock being held by members of 
the Gantz family. Sampson R. 
Field, president of Publishers, is 
related by marriage to the Gantz 
family and was appointed to rep- 
resent their interests in the man- 
agement of the company about 12 
years ago. 


Nesco Appoints Paysee 

Robert B. Paysee has been ap- 
pointed assistant to the president 
of Nesco Inc., Milwaukee house- 
wares manufacturer. He will con- 
centrate on government sales. Pre- 
viously Mr. Paysee was a consult- 
ant on merchandising and pro- 
motion for Ekco Products Co., 
Chicago. 


Hunt Dog Food Signs Newscast 

Animal Foundation Inc., Sher- 
burn, N. Y., will sponsor a five- 
minute weekly newscast with Bill 
Shadel over CBS starting Sept. 24. 
Time for Hunt Club dog food was 


bought through Moser & Cotins. 
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WTMA Has New Manager 

Station WTMA, Charleston, 
S. C., has appointed Douglas M. 
Bradham as manager to succeed 
Robert E. Bradham, who has re- 
signed to enter business for him- 
self, 


Hoffman Moves Ad Dept. 
Hoffman Radio Corp., Los An- 
geles, has moved its advertising 
department from temporary quar- 
ters on Grand Ave. to its Plant 
No. 1, 3430 S. Hill St., Los Angeles. 


TORONTO, CANADA 


Capital City of Ontario—Canada’s Richest 

Province— Having One-Third of Canada’s 

Total oe and 42% of + Sales 
Blanketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest in Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous Ontario 
centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Represented In United States By 
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Are you missing the rich inside part of Califor- 
nia? You are, if you're counting on San Fran- 
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THE SACRAMENTO BEE 


Of all newspapers in the 
West, Media Records rank 
it 2nd in total daily adver- 
tising linage. Reaches 9 out 


ty 
. . half of all families 


THE MODESTO BEE 


in ABC city zone... 


zone . 
in 19-county trading area. capita food sales 326% above 
US. average! 
x ’ 
\ 
* THE FRESNO BEE 
' Largest newspaper between 
tHE / S.F. and L.A. Reaches 9 out 
BILLION,” of 10 families in ABC city 
Sen Pronceod é zone... half of all fami- 
lies in 4-county ABC trad- 
DOLLAR ing area—where total retail 
VALLEY , sales top Y billion. 
OF THE 
BEES 
® eile Ak > 
ae = e >. & Gee. 


Reaches 9 out of 10 families 
half of 
all families in Stanislaus Coun- 
ty. The only daily paper in 
Modesto — the city with per 


wolt... 


its own leading papers. 


Sacramento 4, Calif. 


cisco and Los Angeles papers to cover inland 
California — the Billion Dollar Valley of the Bees. 
That's a market geographically independent of 
the Coast — with almost as many people as De- 
higher food sales than Philadelphia* — 
and one you just don’t cover unless you schedule 


Those are the three McClatchy papers — The 
Sacramento Bee, The Modesto Bee and The Fresno 
Bee. No other newspaper combination comes close 
to their Valley coverage. For more data on them 

. and on Valley buying habits . 
Consumer Analysis. Write McClatchy Newspapers, 


. get the 1950 


"Sales Management's 1950 Copyrighted Survey 


\latchy \ ewspapers 


National Representatit es... O'MARA & ORMSBEE, INC. 
New York * Los Angeles * Detroit * Chicago * San Francisco 
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These figures are an exclusive compilation by Industrial Marketing 


ard 7x10” type page. 


INDUSTRIAL GROUP 1950 9 1950 1949 
Sf Perera 53 71| Bus Transportation ........ 96 110 
American Aviation (semi- Butane-Propane News 

SE sebbeNe  aike waged *50 43 (AVq X GYe) ccceeeceees 85 
American Builder .......... 161 149} Butter, Cheese & Milk 
American City ............ 127 115 Products Journal ........ 37 33 
American Dyestuit Reporter .. 74 Me EE GRE cncccesiacecce 1*58 *58 
American Machinist (bi-w.) . 314 *313| Ceramic Industry .......... *62 *59 
American Printer .......... §43 34) Chemical & Engineering 
Analytical Chemistry 31 TY - aaa #124 
Architectural Forum ... 113] Chemical Engineering . 242 
Architectural Record 150 | Chemical Industries .. 84 
Automotive Digest ......... 82 | Chemical Processing 117 
Automotive Industries (semi- Civil | neste nibh edetadh ode 

SD a dbdbdGveo ve dedewe 147 ee NT Bo conc Fdateccscces 149 
Aviation Operations ........ *39 *44| Commercial Car Journal .... 169 158 
Aviation Week ............ 1#135 *135 | Construction Digest (bi-w.) .. **131 *131 
Bakers’ Helper (bi-w.) ..... 1134 132 | Construction Methods & 

DN se-cin Boy 0 Gy Kode oes He 77 85 Equipment ...........-. *119 *102 
SY WER dic ose odébeee ss 27 32 | Construction News Monthly .. *71 *71 
Brewers’ Digest ........... 42 35 | Constructioneer ...........- #106 9*134 
Brick & Clay Record ....... *43 *40 | Constructor .......-.+5000+ 32 28 


Will the Iris 
string be broken? 


There’s drama every Saturday this Fall 
on Chicago’s WCFL (1000 on the dial) 
The fortunes of the Fighting Football Irish 
of Notre Dame are unfolded as they put 
their unbeaten gridiron record on the line 


There's ever-growing listenership on 
WCEL, because of out-front programming 
which includes sports highlights topped by 
the complete Notre Dame schedule year 
after year (To say nothing of the exclusive 
broadcasts each Sunday of the games of 
the professional Chicago Cardinals.) 


The result is ever-greater value for ad- 
vertisers seeking to reach the tremendous 
Chicago area market. Ask WCFL or Bol- 
ling Company representatives for their 
listenership figures, for their amazing low- 
cost-per-thousand story, or for their sensa- 
tional WCFL Pulse reports. They all point 
the way to the choicest, most productive 
time buys in all Chicago radio 


The Voice of Labor 
666 Lake Shore Drive, Chicago, III. 


Advertising Volume Figures for August Issues of Business Papers 


duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 


Advertising Age, September 11, 1950 


Pages 
1950 1949 
and must not be quoted or repro- air Conditioning & Retrigere- 
tion News (w.) (11/2 x 
| ERENT ORY Pee 457 5*66 
American Artisan .......... 112 107 
American Druggist ........ 99 100 
Pages American Lumberman & 
1950 1949 Building Products 
Contractors & Engineers Merchandiser (bi-w.) .... 136 *119 
Monthly (9% >. Tas 58 58 Boot & Shoe Recorder 
Dalry Record (W.) ........-. 80 77 | (semi-mo.) «5020202000: s*170 #147 
Ps MED sebsccci ve cece 127 88 | Building Supply News ...... 
Diesel Progress (9 x 12) .... 49 41) Chain Store Age— 
Distribution Age .......... 50 54 Administration Edition 
Drilling eccee tees eee eenee 66 72 Combinations ......... *19 *16 
Drug & Cosmetic Industry *94 *92/ Druggist Editions ........ 64 66 
Electric Light & Power .. 85 731 Genvel Mentention— 
Electrical Engineering ...... *56 51 Variety Store Editions .. §*215 §*218 
—- Construction & o92 one Grocery Editions ........ be ° 
BIMTOMANCE . wc ce wwwne D t Store Economist . . 
Electrical South ........... a 39| Bemestic Engimeriog ---. 160 147 
ee ea (as | 23) | Electrical Dealer ince: 54 
jectrica ‘i ical " 
ED, 5 ccc atavadsvetde *178 *175 ary 12) or _— w bitte *140 #105 
sl 100 Electrical Wholesaling... *78 *72 
ae e 
" ey 5 are 51%339 4*250 og A ay aon +s pale 1#134 *142 
Excavating Engineer eecccese 33 35 Florists’ Review (w.) ...... 1*328 *357 
Vestory Banagement & erae | Fueloil & Oil Heat ........ 98 79 
Maintenance *209 185 | Geyer's Topics ... 69 70 
Fire Engineering .. §92 38] Glass Digest .. g 27 
Fleet Owner ..... 104 111} Hardware Age 222 
Food Industries 123 124] Watchery & Feed .......--- 32 34 
Food Packer ........++0+0 *34 *33 | Hosiery & Underwear Review . 93 x» 
Food Processing ..........- 74 s 66 Hosiery Industry Weekly . 45 57 
Foundry ....-++-++++ focees *158 167} Hosiery Merchandising ...... 33 P 45 
Nand deadadwd sevecergtée 62 47 Implement & Tractor (bi-w.) .. 1*135 137 
Gas Age (bi-w.) .......-+- 399 *77 | Implement Record .......-- 46 52 
Heating & Ventilating ...... 76 72 | Industrial Distribution ...... 135 154 
Heati Piping & Air Jewelers’ Circular-Keystone .. 261 221 
sida 125 112] Leather & Shoes (w.) ...... 19*153-§*151 
Ice Cream Review ‘ 78 70 | Lingerie Merchandising ...... 53 60 
ineering i & Dispenser ... 25 25 
Industrial & Engineering Liquor Store 15 3 
Chemistry ...-.-ceeeeees 93 117 ee ae et 4 “= 
eas Oe) *68 266 | Motor Servics ‘(aig x Be) 140 132 
(4, x 62) eocecesecee 125 NJ (National Ser? 
wer... 5108 79| (He X 7%) ...-.-0ee 209 199 
Interiors phinaeecte 93 92 | National Bottlers’ Gazette . 80 81 
Iron Age (w.) ae astted #461 4*441 | Office Cee, aagedene 4 = 
Photographic ews .... 
acai A amen R4 ob He he fe A Eg 93 
vers ay yg PERS Plumbing & Heating Journal . 72 61 
oo xs 148 155 — & Heating Whole- 
M BEE GOEP ceveresoees 235 SEAL GE scbrvcccccescocens 39 
nn cart CEE  —~] #26 #32 
Manufacturers Record ....... #32 #35 poultry Suppy Otte ran 
— a & a 3s MM) ; 1137 119 
a err Meee | ee | MY 3 
Materiait &'Mctnogs 31 Bh Setmerm Automotive ours :. "92108 
aterials ethods ... 
ae... SL Bo | Soertim, Goods Dealer'<0sS: 158 SL 
echanization .......+.+++ 
inishi PUTED % chneeecces sce 35 35 
satel amy vps ie 4 i Super Market Werchandising . 106 95 
ae Gale .............. 81 1 | Variety Soaeuiew - - 
ik Dealer ........--e0es " i »— i 
Mill & Factory .....+.+.+- "s a Weed Lenstroctlon & Bulid- 
oo eo ae ing Materialist .......... >. 40 
(Ae K GY2) «-eeeee 206 i PCr rT 5,317 5,187 
Modern Packaging .. *121 *119 
Modern Plastics .... 106 124 CLASS GROUP 
Modern Railroads 73 60 aes (w.) weiss ass 
em oe ee 103| American Funeral Director .. 62 *63 
National Provisioner (w.) .... 1127 128 | American dean rr 4 32 
National Safety News ...... 39 44 coe e ren és ere 4 ¢ 
Oil & Gas Journal (w.) ..... — ~— pomreyy RU 4 - eee 
Operating Engineer ......... ; ; ak at A 
Organic Finishing .......... . oe ho 21 22 
Pacific Builder & Engineer .. *81 77 Py SO 34 39 
Packaging Parade (9% x 12) 7 4 Seated" Sereey pasteewknn 76 87 
nll BOS * 2 * rf Fountain Service ........... 46 41 
Paper Mill News (w.) ...... §*110 §*114 cm of RE 56 62 
Paper Trade Journal (w.) ... °'*135 4*126 Hy ne te ~- ps dgepedpas 7 74 
Petroleum Engineer ........ “ 155 Hotel Monthly onl : , ; : d : f ‘ ‘ 42 38 
Nall Oa *131 #141 | Hotel World-Review (w.) 
Petroleum Refiner ........ + bo eo... 2, 1938 #37 
+d , a ace 52 31 | Industrial Marketing ........ 88 91 
Pati scampi tall 54 44 | Journal of the American 
Bee fentsspas «+ seh errs 175 183 Medical Association (w.) .. *220 *240 
POU ccccccccccecccccece Pe | eenaileadliat 51 58 
Power Engineering .......... 57 66 poe AEE 
Practical Builder .......... 98 79 (ava x 63) 100 89 
Printing Magazine .......... 45 , 58 ment Beauty BT seckae Sa 52 46 
Product Engineering ........ #215 217 Modern Medicine SOTA 
wy Engineering & - a (ava x 634) 139 7 
OS POPPI AV4 X 694) «ese e renee 
Produts Finishing (4V2 x 62 60 a ireen a-B/ié 3 eeeee 59 53 
Progressive Architecture. ran , 89 . 82 Ms Management eeee a rf 107 
PEE cedenenccccccces 199 191 png le see 
Gut Prema Fests & the School Equipment News .... 41 34 
ee | eee 63 49 5 i Manmpenat 
Railway Age (W.) ......--- 1154 184 | "(We X 1194) ......005- 16 21 
Railway Engineering & What’s New in Home 
hg — RT meeesee 50 46| “Economics ........ Not published in August 
. ——— TS. Speeds 4 3 WE nbke She deyveccecs 1,729 1,714 
ailway Purchases ores .. 
EXPORT GROUP 
ow Sore ¢ 30 34 | American Automobile 
Communications ......... (oetnen edition 65 61 
Roads & Streets ........... *68 *76 a a a oa reese 
Rock Products aos amesexe §*148 §*145 y-y' ~—y 132 158 
Sewage and Indus’ ria eeeeeeeeee 
ee Ee oeeees bo4 4 —— (Us 129 
Southern Lumber Journal ..... 1469 076 | Ane > seeeeeee = sl 
Southern Lumberman ...... *148 153 El MR on te eeeeeees 28 3 
Southern Power & Industry .. 73 66 Seslenta Cue editions) tenes 87 98 
Beamer, *209%392"00°269° Re OR  ccccascssssses 8 14 
Supervision ........ sees p } le = my EEE 
Telephone Engineer ........ wate #93 CEE 6 ciccuccedee 65 42 
Telephony (W.) .....--+eees Ingenieria Internacional 
Textite Industries ... 132 146 | ““Tadustvia........c0cees 74 5 
} diab te whoo | McGraw-Hill Digest <2 2°°>.: 25 30 
Too! & Die Journal’ (Sx 7/e) 78 *76! Pharmaty International .-.<. = 1819 
Tool Engineer .........+.- 57 Revista Acres Latine- 
Traffic World (w.) .......-- 1108 93 SAAR. «ccc. 9 12 
BED. ccdcecevecenccas *42 ©22 | nevista Rotaria ............ 5 6 
Water & Se’ Works ..... 54 52] Spanish Oral Hygiene 
Water Works Engineering .... 41 45 (4-5/16 x 7-3/16) ...... 30 31 
Welding Engineer .......... 36 41} Textiles Panamericanos ...... 61 59 
Western Canner and Packer .. §*156 §*188 Total 580 wi 
Western Construction ....... on D4 soeiaih « cote tea eeoccece 
y= aap ppebeeiee *66 *68 “Includes classified advertising 
be ae Digest Estimated 
(Ye XK OYe) «1... ee eeee 174 186 ‘Two issues 
See *167 *191 | ‘Three issues 
World Petroleum .......... 39 50 orn — 
BEE Dewi 6 ened seence 15,522 15,134] 77°. 10 units, sold as panes 
PRODUCT NEWS GROUP Wises wt include advertising in special Western 
bo ne ‘> _ 4 . product news —— 
publications liste low are reported 
page units (approximately 3% x 434") —not Offers Sales Training Info ’ 
in standard 7 x 10” pages. A new volume on “Suggestions 
—— pe mee *** as = for Sales Training Meetings” has 
Industrial Maintenance ..... 133 145| been issued by United States Steel 
New Equipment Digest ...... 441 448|Corp. of Delaware, Pittsburgh, 
Plastics — Seaaeedeose 160 122| compiled specifically to help those 
4 -* »_ ae 230  1sg|involved in planning, prepar- 
Transportation Supply News . 63 31/ing, conducting and appraising 
Total 1/9 page units ...... 1,958 1,881! sales training meetings. 


| Business Paper Ad 


Linage Up 2% Over 
August Last Year 


Cuicaco, Sept. 5—Advertising 
linage in business papers during 
August went up 2%, for the first 
monthly gain in 1950. The gain 
amounted to 499 pages more than 
the 24,907 pages placed in the 25] 
reporting business papers in Aug- 
ust, 1949, according to the monthly 
tabulation by Industrial Market- 
ing. 

Cumulative figures for the 
eight-month period ending in Aug- 
ust were 3.3% under ’49s total of 
226,705 pages, the most favorable 
comparison to date. 

The 150 industrial publications 
reporting gained 388 pages in Aug- 
ust, 2.6% over last year, and were 
down 3.4%, or 4,645 pages, from 
the 137,433 placed through August, 
1949. 

Seven product news publica- 
tions were up 4.1% in August and 
2.1% for the year to date. The 52 
trade publications reporting show- 
ed a gain of 2.5% in August, with 
a decline of 3.1% in their cumula- 
tive total. 

The 24 class publications went 
up 0.9% for the month, and de- 
clined 3.9% for the first eight 
months, while the 18 export pa- 
pers lost 11.2% for the month and 
11.9% for the cumulative period. 


MONTH OF AUGUST 

Classification Pages Pages 
1950 1949 

Industrial 15,522 15,134 
Product News 1, 1,881 
Trade 5,317 5,187 
Class 1,729 1,714 
991 


Silex Sets Biggest Drive 


Silex Co., St. Johns, Que., will 
launch its ‘largest campaign this 
fall. Dailies across the dominion 
will carry a series of 500-line ads 
featuring the whole Silex line, 
with special prominence given to 
the new Silex steam iron. The sec- 
ond phase of the campaign is de- 
signed for pre-Christmas selling, 
with early December copy. One 
full-page ad will appear in roto- 
gravure sections of one English and 
one French weekend paper, ap- 
pealing to the Christmas shopper. 
Trade publications also will be 
used. Cockfield, Brown & Co. 
Montreal, is the agency. 


Doubleday Names Three 


Three appointments have been 
announced by Doubleday & Co., 
New York. Jerome Hardy, for- 
merly advertising manager of Dou- 
bleday book clubs, has been named 


64/ to the new post of director of ad- 


vertising of the company and its 
subsidiaries. Dora Webster, with 
Doubleday since 1926, has been 
made assistant to Sales Manager 
Fred Murray. Horace Coward, 
former assistant to the sales mana- 
ger, has been appointed manager 
of trade sales promotion. 


‘Sports Age’ Changes Size 


Effective with the October issue, 
Sports Age, a Geyer publication, 
will increase its size from standard 
84%x11%”" to a 11%x11%” page. A 
broadside sent to advertisers and 
agencies said that “all advertise- 
ments will be opposite editorial 
text, which will result in greater 
prominence and reader attention 
for advertisements of all sizes.” 
There is no change in rates. 


10th District to Meet 


“Balanced advertising—better 
advertising” is the theme of the 
1950 10th district Advertising Fed- 
eration of America convention, to 
be held at Amarillo, Tex., Oct. 22- 
24. Ed Weber, advertising manager 
of Southwestern Public Service 
Co., is general chairman of the 
convention committee. He is also 
a director of the Advertising Club 
of Amarillo, the convention host. 


K&E Adds 2 Account Execs 


William Wallace, formerly with 
Cockfield, Brown Co., and 
George B. Macgillivray, formerly 
brand advertising manager for 
Lever Bros. Ltd., Toronto, have 
jointed Kenyon & Eckhardt, To- 
ronto, as account executives. 
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The Eye and Ear Department 


of frankfurter. 


ciation flash on the screen. 


quarter tone apart, 


“Frankfurters? Yes, ma’am! We’ve got the brand with the  ~ 


band—It’s Yankee Maid!” 


The product is also shown, with its characteristic arc. Some- 
times it appears solo, sometimes in company with other franks, 
all neatly laid out in rows, like left-hand parentheses, thus— 
(((C(CCC(. Is there some industry code or something that makes 
it illegal to show them laid out ))))))))? 

Frankfurters, to this reviewer at least, have always been 
something like beer—they bespeak picnics, ball games, circuses 
and bars. They also have wonderful appetite appeal. Only, on 
TV, frankfurters are not as yet shown in appetizing surround- 
ings—or in the company of people who look as if they enjoy 
eating. Or, if they are, this reviewer hasn’t yet seen such a 


presentation. 


’em that way? 


Maybe it’s because they’re photogenic, but it seems these days 
that anywhere you turn on the TV dial you run into a hot dog 
commercial. On TV, of course, they’re dignified with the name 


Current fashion in frankfurter commercials seems to be to 
employ cretins to sing their praises. Maybe that’s done to make 
the frank seem larger by comparison. 

Oscar Mayer uses a midget who looks ugly as sin. It’s either 
the phrasing of the song or the midget’s voice, but he makes 
Oscar Mayer sound exactly like Doctor Mayer—and you more 
or less expect to see the seal of the American Medical Asso- 


There is also Yankee Maid—with an undernourished soda 
jerk in a white cap and a school girl dressed like a Quaker 
maid popping up from behind a counter, each singing, about a 


He also misses one of those familiar little paddles spreading 
mustard on the frank. Is this reviewer the only person who eats 


National BBB Issues 
Report on Ad Claims 


for Vitamin B-12 


NEw York, Sept. 6—“There are 
no nutritional or therapeutic 
claims for vitamin B-12 that can 
properly be made in advertising to 
the general public.” 

This is the conclusion of a report 
issued last week by the National 
Better Business Bureau, based on 
the judgment of a group of au- 
thorities on medicine and nutri- 
tion. The report is issued as a spe- 
cial supplement to the bureau’s 
“Do’s and Don’ts in Advertising 
Copy,” edited by Allan E, Backman, 

“Following sensational stories of 
the proved success of vitamin B- 
12, the so-called ‘red vitamin,’ used 
in the treatment of pernicious ane- 
mia cases,’”’ Mr. Backman said, “a 
number of preparations containing 


vitamin B-12 have appeared on 
the market. Some have been 
advertised to give consumers such 
benefits as better blood, steadier 
nerves, more pep and longer life. 
On the basis of present scientific 
information, the authorities con- 
sulted by the bureau were unani- 
mous in condemning such claims.” 


Bymart Appoints Kalech 
Bymart Inc., New York, manu- 
facturer of Tintair, new home 
hair coloring (AA, Aug. 21), has 
appointed Phil Kalech, director of 
sales and merchandising, as a vice- 
president of the company. Before 
joining Bymart, he operated his 
own sales organization and was 
executive vice-president and di- 
rector of sales of the Toni Co. 


Van Allen Picks Lane Agency 
Van Allen Shops, Larchmont, 
N. Y., has named Lane Advertis- 
ing Agency, New York, for adver- 
tising of its mail order division in 
national fashion magazines. 


active plants in all industries. 


Want to Know Something NOW about Your 
Biggest Customer of 1952? 


If you manufacture industrial products we know, as you do, that 
your best ultimate customer two years from now will be a large or 
active industrial concern. Like you, we also know that the specific 
industry of this biggest customer cannot be predicted with certainty, 
for industrial markets change, sometimes overnight. 

What then can we say about this unknown customer? For one 
thing, that his top operating, engineering and production men are 
almost certainly among the 60,000 readers of Industrial Equipment 
News who are carefully selected from the nation's largest and most 


For another, that these men are constantly searching for new 
products and new equipment ideas that they can adapt or adopt .. . 
and that Industrial Equipment News serves this need more com- 
pletely, more accurately, than any other single publication. 

And that's what we wanted to tell you . . . that through standard 
one-ninth page units in Industrial Equipment News you can reach 
the key men in that unknown biggest customer plant, regardless of 
the industry* concerned. And for as little as $110. Send for The 
IEN Plan for the complete story. 
Thomas Publishing Company, 461 8th Avenue, New York 1, N.Y. 


Industrial Equipment News, 


Redemption Notice 
Is Product Selling 
Ad for Lorillard 


New York, Sept. 6—A new de- 
velopment in the field of redemp- 
tion notice advertising, which in- 
cludes in the ad product-selling 
art work and copy, is being pio- 
neered by P. Lorillard Co. and its 
agency, Albert Frank-Guenther 
Law, in a debenture sinking fund 
redemption notice currently ap- 
pearing in the New York Herald 
Tribune, New York Times and the 
Wall Street Journal. The ad, which 
will run four times in each news- 
paper, appeared first Aug. 29. 

Most sinking fund redemption 
notices, such as this, usually are 
restricted to a citation of the per- 
tinent indenture provision cover- 
ing the redemption, the numbers 
of the certificates drawn for pay- 
ment, and the name of the bank 
acting as trustee of the issue. Oc- 
casionally, some companies have 
included their trademarks in these 


legal notices. 
In its current ad, Lorillard has 


53 


York to Washington, where print- 
ing will be done by the National 


included a picture of a pack of! Publishing Co. Advertising and 


cigarets together with the names 
of its leading products: cigarets, 
smoking tobaccos, cigars and chew- 
ing tobaccos. About one-third of 
the ad is devoted to product-sell- 
ing. 


Zippy Ofters Button Premium 


Zippy Products Inc., Lansdowne, 
Pa., is using two-color tents on its 
Zippy liquid starch bottles to pro- 
mote an offer of 150 plastic buttons 
in various sets, shapes, sizes and 
colors for 25¢ and a Zippy label. 
The offer includes a money-back 
guarantee. The tents were pre- 
pared by The Martin Agency, Phil- 
adelphia, which handles the Zippy 
account. 


Changes to Rotary Offset 
Beginning with its Oct. 2 is- 
sue, New Republic will change 
from rotary letterpress to rotary 
offset printing. There will be no 
change in ad rates. At the same 
time, the major editorial offices of 
the magazine will move from New 


' circulation departments, however, 


will remain in New York. 


Wellco Picks Kahn Agency 


Wellco Shoe Corp., Waynesville, 
N. C., has appointed George N. 
Kahn Co., New York, for advertis- 
ing in magazines, business papers 
and television. 


CHARLESTON 


WEST VIRGINIA 
Charleston, The Largest City in West 
Virginia Is Blanketed By 
THE CHARLESTON DAILY MAIL 
l. The Daily Mail, Charleston's only evening 

newspaper. 
2. The Daily Mail, West Virginia's largest 
afternoon paper. 
3. The Daily Mail leads in retail food ad- 
vertising. 
ASK FOR ADDITIONAL MARKET FACTS 
Nationally Represented By 


WARD-GRIFFITH CO., INC. 


Park Building........... NEW YORK 
Wrigley TE caneccccccccevecsces CHICAGO 
General Motors Building.............. DETROIT 
Statler Office Building................ BOSTON 
22 Marietta Street................00s- ATLANTA 
Russ Mc cccesecccesccss SAN FRANCISCO 


Bull 
SEND FOR OUR CITY ZONE POPULATION FOLDER 


WHOSE FURNISHINGS 


SHALL WE BUY FOR 
OUR NEW HOME? 


The greatest single factor of influence on buying 
decisions in the billion dollar custom-built housing 


LET’S LOOK AT OUR 
HOME OWNERS’ CATALOGS 
AND DECIDE! 


market . .. Home Owners’ Catalogs. 


The most effective, most economical distributor of 
consumer sales literature to the greatest number of 
qualified home-planners ... Home Owners’ Catalogs. 


More manufacturers’ consumer catalogs distributed 
via Home Owners’ Catalogs in 1950 than ever before 


—over 2,480,000! 


See Standard Rate & Data Service 
for rates and complete data. 
Or write to.... 


Es 


119 WEST 40TH STREET * NEW YORK 18 © NEW YORK 


W. DODGE CORPORATION’s _ 
CONSUMER CATALOG 
DISTRIBUTION SERVICE \ 
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PHOTOGRAPHIC 
REVIEW 


CHANGES JOBS—Frederick D. Sulcer, copywriter at Needham, Lovis & Brorby, 

one of Chicago's first group of draftees, bids goodby to Cy Mullen, copy chief, 

and Maurice H. Needham before leaving for Fort Knox, Ky. He is writing his Army 
“diary” for the Chicago Herald-American. 


Do marx 


34 SOUTHELN comtes a 


CONTEST FOR DIXIE—Talking about Burrus Mill & Elevator Co.’s $15,000 contest 

are John H. Hicks (left), advertising manager for Light Crust flour; Clay W. 

Stephenson, account manager of Tracy-Locke Co., Dallas, Burrus agency; and Ruth 

Perry, director of the Fort Worth milling company’s Light Crust kitchen. The con- 

test, said to be one of the South’s biggest give-aways, will be promoted on south- 
ern MBS stations, and in th papers and magazines. 
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quality of Hunter ... famous as 
America’s luxury blend. yet so 

moderately priced today that it’s 

your best buy in whiskey. 


BIENDED WHISKEY, 86.6 PROOF 68% GRAY NEUTRAL SprerTs 


WER WHSON CISTHUNG CO, INC. LOUISVITIE, FENTUCKY, 


SILHOUETTE—Owen & Chappell, agency for Hunter-Wilson Distilling Co., under- 

exposed the picture for this newspaper ad and used special lighting to assure ac- 

curacy of reproduction. The drop-out process was used in making the engraving to 
; give further emphasis. 


FOR FREEDOM—Donold W. Thornburgh 

(right), president of WCAU and WCAU- 

TV, Philadelphia, receives a medal for 

@ program WCAU broadcast on “The 

Blessings of Liberty.” William W. Higgins, 

associate director of Freedoms Founda- 
tion, mokes the presentation. 


LEADS SERIES—A new package by Spur- 
geon Hosiery Corp., Philadelphia, is 


given prominence in the first of a series 
of magazine ads for its Dupliquettes 
nylons. This ad appears in the Sept. 15 
issue of Vogue. Aitkin-Kynett Co. is the 


NEW COLOR—Sanka brown is being 
promoted by Pioneer Suspender Co., 
Philadelphia, with this cup package 


for the company’s Sanka brown belt. 
Other numbers in the promotion are 
braces and wallet. 


SILVER CELEBRATION—At the head table at a dinner in De- 
troit celebrating the 25th anniversary of Automotive News are 
(left to right) Jake Goldstein, western ad manager; Sam Pinkis, 
mechanical superintendent; Jack Gerard, circulation solicitor; 
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REPRESENTATIVES AT NDPA MEET—Attending the three-day summer session of the 
Northwest Daily Press Assn. at Rapid City, S. D., last month were, left to right; 
Kenneth Way, NDPA president and ad director of the Public Opinion, Watertown, 
S. D.; Everett L. Croft, national ad manager of the Argus Leader, Sioux Falls, S. D,; 
Irene Bedard, president of the National Federation of Press Women and business 
manager of the Tribune, Hibbing, Minn.; Mrs. Stella Mann, publisher of the Tribune, 
Bismarck, N. D.; W. F. McCormick, general manager of the Record-Herald, Wausau, 
Wis.; and Roy Palmer, secretary-manager of NDPA. 


‘ 


DEMONSTRATOR—A plug-in mechanism revolves the wheel in the unit at the left 

to simulate channel changing by means of Lazy Bones remote control. In the life- 

size unit at right, a flasher illuminates the “just push the button” arrow, and the 

man’s arm swings up and down in motion synchronized with scene changing as he 

changes channels. The display was created and produced for Zenith Radio Corp. 
by Einson-Freeman, Long Island City. 


WELCOME—George A. Richards, 

congratulates two new officers: Worth Kramer (left), vice-president and general 

manager of WJR, Detroit, and John F. Patt, president of the Richards stations— 
WJR, WGAR, Cleveland, and KMPC, Los Angeles. 


(center) chairman of the Goodwill stations, 


Barbara B. Crighton, business manager, who was assistant ad 
manager when the publication was started; Mrs. George M. 
Slocum, widow of the late publisher; Pete Wembhoff, editor; 
Jack Weed, truck editor; and Edward Kruspak, ad manager. 
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FCC Relaxes; 
Radio Makers 
Plan Next Move 


WASHINGTON, Sept. 6—Key mem- 
bers of the Federal Communica- 
tions Commission were vacation- 
ing this week, while radio manu- 
facturers considered the next move 
in the color TV proceeding. 

Chairman Wayne Coy and 
Harry Plotkin, assistant general 
counsel, were among the top per- 
sonnel taking advantage of the 
lull in the color hearing, under 
way almost continuously for the 
past 11 months. 

In their absence, other staff 
members began preparations for 
he hearing on additional TV chan- 
aels in the ultra-high frequencies, 
scheduled to open on Oct. 2. 

The commission’s Sept. 1 ruling 
giving the industry a “last chance” 
‘0 submit its color TV ideas was 
oraised today by Sen. Edwin C. 
Johnson (D., Colo.), chairman of 
he Senate interstate and foreign 
‘commerce committee. 


1 Sen. Johnson, an outstanding 
olor advocate, wrote Chairman 
Soy: “The earnest and painstak- 
ng attention which every com- 
nissioner brought to bear on this 
very difficult and extremely tech- 
nical problem is reassuring to 
members of the interstate and 
foreign commerce committee. 

“Leaving the door partly ajar, 
thus affording an opportunity to 
the Johnny-come-latelies, is a 
challenge to them to produce or 
step aside: 

“Moreover it is in the best tradi- 
tion of American democracy and 
the free enterprise system since it 
does not foreclose improvements 
and advances which I am sure 
our American electronics science 
may bring out.” 

Under the commission’s plan, ra- 
dio manufacturers must indicate 
by Sept. 29 whether they are will- 
ing to build TV sets which will be 
capable of picking up CBS color 
pictures in b&w, as well as exist- 
ing b&w pictures. 

Unless companies producing a 
substantial portion of TV sets ac- 
cept FCC’s suggestion, the com- 
mission intends to issue an order 
adopting the color TV system pro- 
posed by CBS. 


s Radio Manufacturers Assn., 
which is expected to reflect in- 
dustry reaction, said today that 
there will be no comment for the 
present. 

The industry’s position may be 


outlined after a meeting of RMA’s 
levision committee in New York 
pt. 14, or the RMA board meet- 
g of Sept. 20. 
In proposing that manufacturers 
troduce a “bracket standard” in- 
TV sets, FCC hoped to protect 
uture set buyers from obsoles- 
nce in the event that the CBS 
olor system is finally adopted. 
FCC said CBS color is satis- 
factory in every respect, but that 
t would like to give sponsors of 
other systems additional time, if 
his could be done with a mini- 
num of risk to the public. 
If the industry agrees to follow 
‘CC’s plan, industry members 
vould have yntil Dec. 5 to get 


James D. Woolf 


Advertising 


Consultant 
Inquiries invited from 


Santa ™~ N. M. 


their proposed systems on the air 
in Washington. Briefs and answers 
would be submitted through Jan. 
22, 1951, and the commission 
would then make a final selection, 
or schedule additional hearings. 


s Television set manufacturers, 
like most others with a big stake 
in the video industry, were still 
weighing the implications of the 
FCC decision this week. 

The commission, it will be re- 
membered, has asked set makers 
to indicate by Sept. 29 whether 
they will be willing to install a de- 
vice in their black-and-white re- 
ceivers to enable them to pick up 
CBS color telecasts in black and 
white. No company reached by AA 
was willing to say if it will or 
can follow the commission’s sug- 
gestion. 

One thing is definite: Coming at 
a time when the task of obtaining 
the parts needed to make b&w 
sets to supply the pressing de- 
mands of dealers is a difficult one, 
the idea generated absolutely no 


enthusiasm in manufacturing cir- 
cles. 


ws One manufacturer commented: 
“In effect we are asked to increase 
the cost of sets by equipping them 
with a device to take care of some- 
thing that may happen.” 

Dr. Allen B. DuMont, president 
of Allen B. DuMont Laboratories, 
whose opinion that color TV is 
being rushed before it is commer- 
cially ready is well known, said 
his company couldn’t begin turn- 
ing out sets meeting the FCC spec- 
ification for at least six months— 
even if such a move were decided 
upon. 

“Nor do we know how practical 
such a set, which will be a great 
deal more complicated structurally 
than our present models, would 
be from the economic point of 
view,” he added. 


s The problem of obtaining nec- 
essary materials, aggravated by 
the Korean War, will figure large 
in any company’s deliberations on 


the situation, Benjamin Abrams, 
president of Emerson Radio & 
Phonograph Co., said. 

General Electric Co. had other 
things than color TV to worry 
about this week. Many of its 
workers in plants throughout the 
country were out on strike despite 
a request from President Truman 
that they remain on their jobs 
pending a discussion of their griev- 
ances. 

However, GE, which a month 
ago became the fourth major pro- 
tagonist in the struggle to collect 
on color TV patent rights, will 
probably be more interested in 
demonstrating its new system to 
the commission than in turning out 
sets to transmit another system. 


ws The nearest thing to a favorable 
reaction came from Majestic Radio 
& Television. Leonard Ashbach, 
president of the company, which 
is a division of Wilcox-Gay Corp., 
said he is “willing to abide by any 
decisions laid down by the FCC 
on color television, right or wrong, 


55 


and will be willing to manufacture 
color TV receivers after the FCC 
has rendered its final decision on 
the system to be used.” 

“Our engineering and research 
departments are well versed on the 
various color systems and are pre- 
pared to take the lead in the event- 
ual race to produce the first color 
TV sets,” he said. 

Mr. Ashbach did not, however, 
say he is willing to put adapters in 
future sets in line with the com- 
mission’s request for interim ac- 
tion. 


Ken Carey Joins KFAC 

Ken Carey, formerly sales rep- 
resentative for Station KWKW, 
Pasadena, has joined the sales 
staff of KFAC, Los Angeles. He 
replaces Vern Lindblade, who has 
resigned to become commercial 
manager of KFVD, Los Angeles. 


Appoints Korn Agency 

J. M. Korn & Co., Philadelphia, 
has been appointed to handle the 
advertising of Waffle Corp. of 
America, Philadelphia. 


GROWING SEATTLE REQUIRES THIS 


56,000,000 EXPANS! 


* 
ae ~~ 
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Media Records Reports for first 6 months, 1950: 


by 3,591,237 lines. 


Frederick & Nelson (a division of 
Marshall Field and Company) is in the 
midst of a $6,250,000 building ex- 


pansion program to meet the needs 
of a bigger Seattle. It is adding five 
new, additional floors to its depart- 
ment store in downtown Seattle. 
Businessmen are expanding their quarters in Seattle. Why? To meet 

the demands of this important, heavy spending market. Advertisers 

know that they can sell the rich Seattle market through concentrated, 
frequent advertising in THE TimEs—Seattle’s preferred newspaper. 


THE TIMES led the 2nd paper 
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SEATTLE HOMES 


Represented by O'MARA & ORMSBEE °* 
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Western Ad Group Moves 

Advertising Assn. of the West 
has moved from 227 Monadnock 
Bldg. to 425 Bush St., San Fran- 
cisco 8. 


Nathan Fein Moves 


Nathan Fein Advertising has 
moved from 1 Madison Ave. to 
171 Madison Ave., New York 16. 


DAYTONA BEACH 


FLORIDA 
Florida’s Year "Round Resort Reached By 
THE DAYTONA BEACH NEWS-JOURNAL 
1. Daytona Beach is an unusual test market, 
its thousands of visitors come from all 
over the U.S., Canada, Cuba and 8. 
America. 
2. Over $55,000,000 effective buying income. 
3. Over $38,000,000 retail sales. 
4. A quality market index of 140. 
5 
6 


. 1949 total advertising 10,066,667 lines. 

. National advertising gain 20.58%, com- 
pared to Nation’s average 14.80%. 

SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 
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Along the Media Path 


e Commercial West is celebrat- 
ing its 50th year of service to 
bankers in Minnesota, the Dakotas, 
Upper Michigan, Wisconsin and 
Montana. 

The Minneapolis publication 
was started in 1901 by the late 
H. V. Jones, who eventually be- 
came owner of fhe old Minneapolis 
Journal, predecessor of the Star 
and Tribune. It was purchased in 
1928 by Thomas A. Boright, who 
later acquired the Montana Bank- 
er. In the interim, banker publica- 
tions in North and South Dakota 
suspended and Mr. Boright and 
his son, Thomas Jr., extended 
Commercial West to the entire 
Upper Midwest area. 


e American farmers could double 
their output of agricultural prod- 
ucts if wartime requirements make 


such expansion necessary, ac- 
cording to a story in Country 
Gentleman’s September issue. 

The story, based on data sup- 
plied by the Department of Agri- 
culture, indicates that American 
farms “are ready to produce ‘at 
the highest level the United States 
has ever known,” given unlimited 
equipment and supplies. Even with 
shortages, the magazine contends, 
“the knowledge of how to pro- 
duce more would greatly help to 
offset wartime production handi- 
caps.” 


e The Chicago Herald-American 
on Sept. 17 will celebrate its 50th 
anniversary with a special edi- 
tion containing stories covering 
the history and growth of the city; 
the development of State St.; the 
city’s industries and sports, music, 


radio! stations everywhere 


WASHVILLE 


If you want to give your advertising dollar a long and fruitful 
ride, climb onto the 50,000 Watt Clear Channel Signal of 


WSM. _ You'll travel the highways and the buy ways of the ' 


fabulous Central South, with the backing and sales influence 
of a station which has enough talent and talent good enough 
to originate sixteen network shows weekly, in addition to reg- 
ular station business. Results? Just ask Irving Waugh or any 


Petry Man for case histories. 


Basic NBC Affiliate 


CLEAR CHANNEL 
50,000 WATTS 


IRVING WAUGH 
Commercial Monager 

EDWARD PrTRY & CO 
Notional Representative 
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art, theater, religion, medicine, ed- 
ucation and other facets of urban 
life. 


e “Families with children buy 
more refrigerators, washing ma- 
chines, TV sets and automobiles 
than families without children,” 
according to a new report pub- 
lished by Parents’ Magazine. The 
data was tabulated for the mag- 
azine from the 1950 Survey of 
Consumer Finances. 


e The Katz Agency has issued a 
new folder titled “Hawkeye Holi- 
day.” The four-page, two-color 
leaflet describes Station WMT’s 
annual Farm Field Day, which at- 
tracts 40,000 residents of eastern 
Iowa to Cedar Rapids each year. 
Data on the market served by the 
station also are included. 


e@ Time has prepared a report on 
areas of business responsibility, 
titles of positions held and read- 
ing preferences of engineers listed 
in “Who’s Who in Engineering.” 
The 16-page booklet, based on a 
survey of leading engineers, lists 
the magazines read by the re- 
spondents and the magazines pre- 
ferred, with breakdowns by job 
responsibilities and the kind of 
business in which they are en- 
gaged. 


e In an effort to acquaint adver- 
tisers with the various steps in 
advertising production, the Her- 
ald, Grand Forks, N. D., recently 
staged an open house for nearly 
200 guests invited by the adver- 
tising department of the paper. A 
special display graphically de- 
picted the stages through which an 
ad passes from the time the paper 
receives the order until it appears 
in print. 


e On Aug. 23, the Gazette, Janes- 
ville, Wis., published its first an- 
nual back-to-school tabloid in- 
sert, containing 40 pages of stories 
and feature articles on the school 
system and ads aimed at the school 
market, Retailers were given data 
on the number of students return- 
ing to school in Janesville and the 
Janesville trading area. 


e@ The 888-page 1950-51 edition of 
Consumer Markets is now being 
distributed by Standard Rate & 
Data Service. The new edition of 
the publication contains latest 
market data from government and 
other sources on every state, every 
county and every city of 5,000 


population or more in the U. §, 
possessions and territories, Canada 
and the Philippines. 

Data listings cover city and 
county retail sales; number of 
wholesale, retail and service out- 
lets; farm and industrial statistics; 
populations; households; weekly 
wages; radio homes, etc. In addi- 
tion, a new 56-page section tabu- 
lates retail outlets by types, and 
shows their distribution by states, 
specified counties and regions. 


@ In the September issue of Flair, 
Lennox Mfg. Co., St. Louis, is run- 
ning the first die-cut ad carried 
by the publication. Using a half- 
page and two quarter-pages, the 
company shows the various snap- 
on covers for its new “convertible” 
handbag. In the same issue, three 
other advertisers have used the 
300-line Optak process to repro- 
duce their advertisements. 


e A slide chart, designed to help 
locate and measure sales poten- 
tials in the metalworking mar- 
ket, has been developed by Steel. 
“The Metalworking Market Se- 
lector for 1951” is based on latest 


data from the U. S. Census of Man- | 


ufactures and the publication’s 
Continuing Census of Metalwork- 
ing, conducted through Dun & 
Bradstreet. The Selector compares 
metalworking with other indus- 
tries, analyzes the more important 
plants, and shows the number of 
plants performing each of 20 basic 
operations. 


@ On Sept. 17, the Chicago Tribune 
will publish a special home and 
home furnishings supplement as a 
kick-off for the fourth annual 
Chicagoland Home & Home Fur- 
nishings Festival, which continues 
through Oct. 8. About 60 homes in 
the Chicago area will be exhibited 
to the public. 


e Holiday’s “Eat-All-You-Want” 
reducing diet story, carried in the 
June issue of the magazine, is be- 
ing reprinted in Braille by the 
American Red Cross. To date, the 
magazine has received more than 
85,000 requests for the regular 
10¢, pocket-size reprints of the 
article. 


Burdick Rejoins Gibbons 


Rupert J. Burdick, formerly with 
the Toronto office of Crombie Ad- 
vertising Co., has rejoined J. J. 
Gibbons Ltd. in Toronto. Before 
joining Crombie, he was with the 
Montreal office of Gibbons. 
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Two-Fold Hollywood 
Aim Told by Boyd 


HoLLywoop, Sept. 6—Hollywood 
must develop two different kinds 
of TV program products if it is 
to assume video production lead- 
ership despite isolation from the 
cable, members of the Hollywood 
Advertising Club were told by 
Mal Boyd. Mr. Boyd, partner of 
Mary Pickford and Buddy Rogers 
in the TV-radio packaging concern, 
PRB, asserted the West Coast must 
draw a line between local pro- 
gramming and shows with a na- 
tional potential. 

“Budgets must be set up with an 
eye to whether a program is strict- 
ly Jocal, or a good bet nationally. 
If the latter, the program must in 
most cases be placed on film or 
moved East for transmission on 
the cable,” Boyd said. 

“If a show is essentially local, 
ambitious budgets should be 
shunned and economic thinking 
must replace daydreaming. For 
example, simple variety, audience 
participation and musical shows 
should take precedence over forays 
into the dramatic field. 


a “The latter type of show re- 
quires expensive sets, adequate 
‘dry’ and camera rehearsal, and 
costly original scripts and adapta- 
tions. Large quantities of motion 
picture film can be programmed 
for local audiences, although there 
is a danger point where entertain- 
ment gives way to time-consump- 
tion,” Boyd declared. 

He also said it is foolish for 
established Hollywood stars to 
participate at drastically low sal- 
aries in programs which are essen- 
tially local. They must be chan- 
neled into TV film series, or they 
must, for the time being at least, 
move to New York to do live 
shows, Boyd declared. He noted 
that this latter move has already 
been made by such Hollywood 
names as Jimmy Durante, Ed 
Wynn, William Gargan, Eddie 
Cantor, Bob Hope and others. 


= Gene Autry has tackled a film 
series, and in Boyd’s opinion will 
be followed by many top stars 
who are refusing to sign studio 
contract renewals unless they re- 
tain their independent TV status. 
Those who he expects will prob- 
ably be on film by the start of 
next summer include William Hol- 
den, Glenn Ford and Roy Rogers. 
“TV will bring to Hollywood a 
bonanza period of production and 
mass employment in the industry 
because few dispute the fact that 
lifting the freeze will create a de- 
mand for program product which 
ean only be met by sharply in- 
creased production of films for TV. 


Hollywood’s technical and produc- 

ion background in film will bring 
majority of such orders to the 

oast,” Mr. Boyd predicted. 


ames Muter, Culiner 


M. Wintrob & Sons Ltd., Toronto, 
maker of hair notions, combs, sun 
Blasses and other novelties and 
housewares, has appointed Muter, 
Culiner, Frankfurter & Gould, To- 
ronto, to handle advertising in 
magazines, color rotogravure, trade 
oublications and direct mail. 


ELIZABETH 


NEW JERSEY 
A Wealthy Market For Your Product 
Covered By The 
ELIZABETH DAILY JOURNAL 


+ Metropolitan high spot of New Jersey. 
+ Union County market index 115. 
Net buying income $634,201,000. 


Retail sales $330,948,000. 


ASK FOR ADDITIONAL MARKET FACTS 
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Bans Democrats’ Sponsorship 
of Oklahoma Football 


The University of Oklahoma’s 
board of trustees has voted not 
to allow the Oklahoma Democratic 
party to sponsor radio broadcasts 
of the university’s football games 
over Station KOMA, Oklahoma 
City. Announcement of the party’s 
plans, on 24-sheet posters through- 
out the Oklahoma City area, re- 
sulted in a protest by the state 
Republican party, which threat- 
ened to “take our protest all the 
way to the Federal Communica- 
tions Commission if necessary.” 

Station KOMA is owned by a 
Muskogee grocery chain with no 
apparent political ties. 


Heggie Adds Two Accounts 


Heggie Advertising Co., Toronto, 
has been named by William & J. 
G. Greey Ltd., Toronto, manufac- 
turer of mixing equipment, to 
handle a business paper and direct 
mail campaign. Heggie also will 
handle advertising in national 
farm papers for Newson & Cam- 
bell Co., Hamilton, Ont., mail or- 
der distributor of pumps, engines 
and water pressure systems. 


Michigan Tool Says 
Mechanization Has 


Boosted Employment 


Detroit, Sept. 6—The year-by- 
year effect that increased use of 
machines has had on the employ- 
ment of production workers dur- 
ing the past 40 years is presented 
in an eight-page booklet prepared 
by Michigan Tool Co. here. 

According to the booklet, in 
every year since 1910 in which the 
rate of installation of industrial 
equipment increased, this increase 
was either accompanied or fol- 
lowed by an increase in total em- 
ployment of production workers 
in industry. 

Similarly, for every year in 
which there was a decrease in the 
rate of acquisition of new ma- 
chines and equipment, the de- 
crease resulted in a reduction in 
employment. 

Figures used in the booklet were 
compiled by Denham & Co., De- 
troit advertising and public re- 


lations organization, from the files 
of the Department of Commerce 
(data on machines) and the De- 
partment of Labor (employment 
figures). 


gw In each case where the increase 
or decrease in rate of machine in- 
stallation was particularly sharp, 
the corresponding increase or de- 
crease in employment of produc- 
tion workers was also sharp. 

The primary purpose in com- 
piling the data, according to the 
company, was to determine the 
short term effect installation of 
new machines has on industrial 
employment. Believing that it is 
generally conceded that machines 
create more jobs in the long run, 
Michigan Tool now feels that the 
figures compiled in this booklet 
show that the short term effect of 
increased mechanization is not to 
decrease employment. 

In explaining the use of “rate 
of increase or decrease,” rather 
than actual machine totals, the 
Denham organization points out 
that it is impossible to separate in 
Department of Commerce figures 
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how much new equipment in- 
stalled was for replacement and 
how much of it was for increased 
mechanization. 

The booklet offers two conclu- 
sions: 

1. The surest way to increase 
employment of production work- 
ers is to maintain a high rate of 
installation of so-called “labor- 
saving” machines. 

2. The surest way to throw men 
out of work is to stop mechaniz- 
ing U. S. industry. 


HAVERHILL 


MASSACHUSETTS 
A Key City Of 50,696 City Zone 
Population Reached By The 
HAVERHILL GAZETTE 
1. World shoe making center. 
2. Western Electric Co. manufacturing 
center. 
3. Effective merchandising help. 
4. Business is in Haverhill. 
REQUEST MORE FACTS—ADVERTISE ... HAVERHILL 


WARD-GRIFFITH CO., INC. 


Park Lexington Building........... (cK 
Wrigley Building. ..........sssseeeees 

General Motors Building. 

Statler Office Building.............+++ BOST 
22 Marietta Street............0se+-s ATLANTA 
Russ Building................ co 


ANIMAL: 


Not even in the great American melting 


pot can you spoon up such a specimen 


as this “national reader”. 


Actually each reader is a local 


reader ... interested most in 


persons, places and events that 


The extra effort of LOCAL Editing pays off 


are closest to him. 


. . for the reader 


Readers get what they wanf in the 


Locally-Edited Magazines . 


.. we've got 


readership figures to prove it! 


© 
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Locally-Edited 
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Full color gravure 
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e 
‘ TOTAL CIRCULATION: OVER 2,660,000 COPIES WEEKLY SAN ANTONIO EXPRESS “ 
; Interested? Contact any of the following Representatives: ST. LOUIS GLOBE-DEMOCRAT 
° Bronham Company, Cresmer and Woodward, Jann & Kelley, Budd bd 
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Flexibility— mbinations 


Thirteen weekly newspaper magazines featuring The Local 
Touch for highest reader interest, greater advertising value. 


. . . for the advertiser 


Greater readership means greater adver- 
success 


tising value .. . you've got 


stories to prove it! 


ATLANTA JOURNAL 

COLUMBIA STATE * 
COLUMBUS DISPATCH 

HOUSTON CHRONICLE 

INDIANAPOLIS STAR e 
LOUISVILLE COURIER-JOURNAL 

THE NASHVILLE TENNESSEAN 

NEWARK NEWS ‘ 
NEW ORLEANS TIMES-PICAYUNE-STATES 
RICHMOND TIMES-DISPATCH 

SALT LAKE CITY DESERET NEWS ~ 
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Joins Gerlach-Barklow 


Irving L. Greene, assistant gen- 
eral sales manager of the Todd 
Co., Rochester, N. Y., has resigned 
to become general sales manager of 
Gerlach-Barklow Co., Joliet, IIL, 
advertising specialties manufac- 
turer. 


West-Holliday Gets Paper 

West-Holliday, newspaper rep- 
resentative, has been named to 
handle the account of Sentinel- 
News, Santa Cruz, Cal. 


AMERICA'S NUMBER ONE 
TEST MARKET 


GEORGE T HOPEWELL INC 


.URK 


+. # » 
101 PARA AVINLE. SEW 


‘AA’ Publisher 
Tells Views on 
War Advertising 


Sees Large Volume Even 
If War Spreads, But No 
Tremendous Expansion 


Cuicaco, Sept. 6—Advertising 
probably will continue at a high 
level in the event of another gen- 
eral war, but a tremendous ex- 
pansion is unlikely, according to 
G. D. Crain Jr., publisher of Ap- 
VERTISING AGE and Industrial Mar- 
keting. 

Speaking before the Chicago 
Dotted Line Club yesterday, Mr. 
Crain said that high taxes, levied 
in an effort to finance the war 
on a pay-as-you-go basis, accom- 
panied perhaps by a more careful 
scrutiny of advertising expendi- 


tures by government authorities, 
will work against an expansion 
similar to that which took place 
during World War II. 

In attempting to evaluate the ef- 
fect of the current crisis on adver- 
tising, several factors must be 
taken into consideration, he de- 
clared. They are: 


e# i. Our productive capacity now 
is immensely greater than it was 
at the start of World War II, and 
in addition many of the ships, 
guns, tanks and planes used in the 
last war are being reconditioned 
for use again. 

2. Our national income is tre- 
mendously increased, compared 
with 1939 and other prewar years, 
so we may well be able to support 
a war economy without the strain 
experienced in the 1941-1945 pe- 
riod. 

3. Nobody knows whether the 
Korean War will remain a local 
conflict or spread to other paris 
of the world. Because the U. S. 
doesn’t know whether or not it 
will be faced with a much greater 
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emergency, it must devote a larger 
part of its productive capacity to 
war purposes, but still doesn’t 
know if all these preparations are 
necessary. 


# In discussing what happened to 
advertising during the last war, 
Mr. Crain referred to the table of 
national advertising expenditures 
in six leading media recently pub- 
lished in ADVERTISING Ace. After 
the depression low, he said, na- 
tional advertising increased stead- 
ily until 1942, when it dipped 
slightly, from $571,000,000 to 
$548,000,000. Since then it has in- 
creased by large percentages, un- 
til now it is almost three times as 
large as the prewar low. 

Even allowing for the effects of 
inflation, Mr. Crain said, this still 
represents “an enormous increase 
in the physical volume of adver- 
tising since the beginning of the 
last war.” 

The business publication adver- 
tising situation is clearly set forth 
in an analysis by A. R. Venezian 
of McGraw-Hill’s research staff, 


good impressions 


make good impressions 


Monsen 


The quality of work produced by an advertising agency or an art studio 
determines the impression that is made upon its clients. And the quality 
of work produced by the production manager determines 

the impression he will make upon the people he wants to please. 


To help make these impressions good ones, Monsen-Chicago 

pays special attention to the various type impressions (or proofs) 

that are pulled for reproduction. Whether your needs call 
for black on white, acetate, color or Trans-Adhesive proofs, you can rely 
on Monsen impressions for sharpness, accuracy, color and style. 


Good type impressions from Monsen-Chicago will produce the type of 
good impression you want to make on those you want to please. 


East of the Rockies it’s Monsen-Chicago at 22 E. Illinois Street 
On the Pacific Coast it’s Monsen-Los Angeles at 928 S. Figueroa Street 


CHICAGO 


LOS ANGELES 


Mr. Crain said, which was pub- 
lished in the August issue of In. 
dustrial Marketing. 


s “Here you will note that adver. 
tising in business publications wags 
rather slow recovering from de. 
pression lows, and that the ap. 
proach of the national defense ang 
war period was highly stimulating, 
Business paper advertising reve- 
nues increased from $75,000,000 
in 1941 to $83,000,000 in 1942, and 
then grew by leaps and bounds 
through the war and postwar pe- 
riods. 

“Expenditures in 1945 were 
$172,000,000, and the increase con. 
tinued right through 1948, whe, 
it hit an alltime high of $255,000,. 
000. There was a slight dip in 
1949 to $225,500,000, although vol- 
ume in pages declined 6.8%. 

“The linage picture has con- 
tinued to show declines through 
most of 1950, but the Industrial 
Marketing monthly tabulation re- 
veals that in August, for the first 
time this year, there was an in- 
crease in the number of pages 
carried in business papers.” 

Business paper advertisers found 
they had plenty to say to their 
customers during wartime, Mr. 
Crain said, “particularly if they 
were not able to serve all of them. 
They found that they were able to 
use wartime advertising effectively 
as a speedy method of transmitting 
know-how to the greatly expanded 
forces of industry.” 


s In January, 1942, when he was 
asked to speak on “Advertising’s 
Wartime Job” before members of 
the Cleveland Advertising Club, 
Mr. Crain said he outlined six ob- 
jectives for advertising under war 
conditions. They were: 

1. Speed governmental accom- 
plishment in the drive for victory 
—by using advertising to promote 
war bond sales, salvage drives, en- 
listments of doctors and nurses, 
ete. 

2. Expedite conversion of indus- 
try to wartime production. 

3. Ease the shock of war on the 
civilian population and the na- 
tional economy. 

4. Divert demand from scarce ar- 
ticles to those in more plentiful 
supply. 

; 5. Explain business to the pub- 
lic. 

6. Condition markets for post- 
war developments. 


es “At the time that talk was de- 
livered,” Mr. Crain said, “the Ad- 
vertising Council had not yet 
swung into action for the great 
job which it did all during the war 
years. It marshaled all the forces 
of advertising to support govern- 
ment drives on the home front, and 
demonstrated to government, busi- 
ness and the public the value of 
advertising as a means of main- 
taining civilian morale and unit- 
ing the people at home in sup- 
port of the men on the fighting 
fronts.” 

The value of the Advertising 
Council in putting advertising to 
work in the national interest dur- 
ing wartime cannot be over-esti- 
mated, he continued, and business 
papers have contributed to this job 
in an important way. A pool of 
business paper space tp be used 
for varieus public service projects 
is maintained by Nelson Bond on 
behalf of the Advertising Council, 


BLONDES! BRUNETTES! REDHEADS! 
—MEET 1,000,000 WOMEN! 


Here’s your chance to reach the members 
of Aunt Ellen’s nationally known needle- 
work club. The WORKBASKET is their 
bible. A fabulous market . . . numbering 
over 1,000,000 home-makers who control 
the purse strings. ..availableto advertisers for 
the first time. Exciting success stories : 


sample copy. Send 
AUNT ELLEN’S your letterhead. + 


t 


428 Handcraft Building, Kansas City 16, Me. 
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he pointed out, and will undoubt- 
edly be made available for govern- 
ment drives if necessary. 


s ‘The activities of the Advertis- 
ing Council were largely respon- 
sibie for the relative freedom of 
action which advertisers enjoyed 
during the last war, and there is 
every reason to believe that no 
unnecessary restrictions will be 
placed on the use of advertising 
under war conditions now. . 

“However, the government, sup- 
ported by such strong business 
groups as the Committee for Econ- 
omic Development, will undoubt- 
edly increase tax rates very sharp- 
ly on both corporate and business 
incomes, and the rate may be high 
enough, even with excess profits 
taxes, to discourage unnecessary 
expenditures for advertising.” 

For a summary of government 
regulations on advertising expen- 
ditures, Mr. Crain referred to a 
series of articles by ADVERTISING 
Ace’s Washington editor, which 
started in the Sept. 4 issue. In the 
eyes of Washington, the articles 
point out, reasonable advertising 
expenditures are a proper charge 
on business income for tax pur- 
poses, 


a “I believe there will be no 
change in this policy in the event 
of a more general war situation,” 
Mr. Crain said. “But some tighten- 
ing of regulations as to expendi- 
tures not in line with the previous 
record may very well come about.” 

The fact that business paper ad- 
vertisers have established a record 
of maximum expenditures in the 
five years since World War 
II ended would serve as an effec- 
tive precedent, he felt, “for con- 
tinued active use of advertising in 
the next emergency to perform the 
obvious tasks that can be as- 
signed to advertising as a means 
of meeting war problems. 

“This is the best assurance that 
we have that advertising will be 
continued on a normal scale, even 
though war production takes a 
big bite out of industrial output.” 


s One factor that cannot be over- 
looked, he added, is the paper 
supply. Newsprint shortages had 
developed even before the Korean 
War started, and book paper prices 
had started to advance. Even with- 
out rationing, he warned, it may 
be difficult for the mills to supply 
the demand for both book paper 
and newsprint. 

“Publishers were alloted 75% of 
previous usage of paper during 
most of the war years, and in the 
business and general magazine 
publishing field they were able to 
increase the number of pages by 
reducing weight and trimming 
margins, The opportunity in this 
direction may be less now than it 
was at that time.” 

The great problem of another 
major war, if it comes, will be to 
hold inflationary forces in check, 
Mr. Crain said. War is financed on 
an inflationary basis, by piling up 
government debt in the form of 
bonds. During a war, the supply 
of money increases as the supply 
of goods decreases, thus tending 
to drive both prices and wages up, 
and greatly lowering the purchas- 
ing power of the dollar. 


a “With high taxes, levied in an 
effort to finance the war on a 


PORTSMOUTH 


VIRGINIA 
A Rich Industrial Center Of 66,270 
Population Reached Only By 
THE PORTSMOUTH STAR 


Per family buying power $4,046 

Effective buying income $00,220,000 
City circulation coverage 112% 

An ideal test market for your product 


WE WILL COOPERATE—ASK FOR INFORMATION 


By 
WARD-GRIFFITH CO., INC. 
Park Lexington Building........... NEW YORE 
Wrigley Building ...........sesseeeeee CHICAGO 
General Motors Building.............. DETROIT 
Statler Office Building.............+.-. BOSTON 
22 Marietta Street...............+++:- 'LANTA 
Russ Buil co 


pay-as-you-go basis, accompanied 
perhaps by a more careful scrutiny 
of advertising expenditures by 
government authorities, it may be 
that another general war will see 
advertising used for all legitimate 
purposes, and therefore in good 
volume, but without the tremen- 
dous expansion which was char- 
acteristic of World War II,” he 
concluded. 


‘Newsweek’ Ups Windett 


Arthur Windett has been named 
to the newly created post of direc- 
tor of advertising services of 
Newsweek. Mr. Windett, who will 
work with Gibson McCabe, adver- 
tising manager, was previously 
manager of the magazine’s Cleve- 
land office. He will be replaced 
in Cleveland by Baylis P. McKee. 


Mobley Joins Ross Roy 


Robert L. Mobley, formerly with 
Howard Swink Advertising Agen- 
cy, Marion, O., and Keeling & Co.; 
Indianapolis, has been appointed to 
the Detroit staff of Ross Roy Inc. 
as account executive in charge of 
the Chrysler Motor Parts Corp. 
(MoPar) account. 


Hadacol Agrees to 
Drop Some Ad Claims 
on FTC Complaint 


WASHINGTON, Sept. 7—The pro- 
motion of Dudley J. LeBlanc’s 
mineral and vitamin supplement, 
Hadacol, ran into the Federal Trade 
Commission’s blue pencil today. 

Differences were settled amica- 
bly in a stipulation which forces 
LeBlanc to tone down claims which 
have contributed to Hadacol’s re- 
markable success in southern 
states. 

Among the claims to be dropped 
are: that Hadacol assures good 
health, restores youthful feeling 
and appearance, does not contain 
drugs or influence health without 
the use of drugs. 


Sines Agency Named by Two 


Raymond I. Sines & Associates, 
San Francisco, has been appointed 
to handle the accounts of Riteway 
Furniture, San Francisco, and 
Charles Anthony, women’s special- 


ty shops, San Mateo and Berkeley. 


Will Offer Full Bleeds 
Pathfinder, effective with its 
first January 1951 issue, is making 
full bleeds available in four-color, 
two-color and b&w. Bleed pre- 
mium will be 15%. The magazine’s 
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rate remains $3,500 for a b&w 
page and $5,200 for four-color. 
Pathfinder also will change its 
type page in January to conform 
to the exact plate sizes of other 
news magazines. 


YOUR ADVERTISING DOLLAR 


BUYS 


TOPS IN CIRCULATION 
DIESEL PROGRESS’ circulation of 
15,018 is the largest of any pub- 
lication serving the Diesel field 
exclusively. It's handpicked to 
include the key administrative, 
engineering, manufacturing, sales 
and service personnel who specify 
and buy your product. 


Write today for DIESEL PROGRESS 
Market Data and Media file 


Editorial and Production Office 


Rex W. Wadman, Editor and Publisher 


816 N. La Cienga Blvd., Los Angeles 46, Calif 


2 West 45th St, New York 19 NY 
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RADIO AND TELEVISION 


vision... 
worried not to notice it! 


ever produced! 


Phone, wire or write...and the nearest E-F 
representative will come arunnin’...or at least call 


for an appointment! 


inson- Freeman Co., Inc. 


Always-in-there-pitching lithographers 
Starr & Borden Aves., Long Island City, New York 


Because the big boy waggles his wrists and waves 
his bat in really lifelike, big league fashion...and 
keeps waggling and waving for two weeks of business 
days—on one Ioc dry cell! No electric outlet needed! 


It features baseball, beer, the face of a well-known 
broadcaster, and the Goebel radio program. Program 
and announcer were localized for California and 
Michigan areas where this display is being shown. 


Seldom has any display—even an Einson-Freeman 
display—made such an immediate hit, won so much 
favorable reception from both public and trade. And 
it is one of the most economical animated displays 


We'd like to show you this Goebel display, and 
our other current productions.. 
much difference there can be in a) display, and 4) 
what your display dollar can buy from E-F. 


2 weeks 


...on a Single dry cell 
flashlight battery! 


If this Goebel display comes within your range of 
you have to be blind, preoccupied or awfully 


.so you can see how 


Stays at bat J 
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Results? 


He heard from the 
TOP BRASS, themselves! 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 


He says: 
ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first 

He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


“I can’t recommend 


No. 3731. America Today. 

This 24-page booklet, issued by 
Macfadden Publications, prepared 
by Dorothy McGowan, research 


analyst, under the direction of 
Everett R. Smith, Macfadden’s di- 
rector of marketing and research, 
depicts various aspects of the 
mid-century market by graphs, 
tables and charts. “An advertiser 
could lose a lot by cutting his 
budget now out of fear of controls 
being set up,” is Mr. Smith’s con- 
clusion in describing the present 
situation. “If they are not, he 
would lose his following and be 
at a disadvantage when sales in- 
crease.” 


3732. Refinery Expansion 
Forecast for the Next 10 Years. 

An expansion of $7% billion 
in the petroleum processing 
industry is forecast in an eight- 
page reprint offered by Petrole- 
um Processing. The report con- 
tains a number of charts and tables 
covering production, domestic de- 
mand for petroleum products, and 
anticipated capital expenditures 
for the industry during the per- 
iod extending through 1960. 


No. 


No. 3733. The Model Railroad Mar- 
ket. 

The growth of the model rail- 
road hobby is shown in a market 
survey entitled “There are Mil- 
lions in the Model Railroad Mar- 
ket,” offered by Model Railroader. 
The survey covers the various age 
groups of individuals participat- 
ing in the hobby, as well as av- 
erage income and expenditures for 
the different brackets. Media data 
are included. 


No. 3734. KERN Coverage Maps 
and Market Data. 

KERN, the McClatchy Broad- 
casting Co. station in Bakersfield, 
Cal., has issued a folder contain- 
ing coverage maps and maps based 
on Broadcast Measurement Bu- 
reau Study No. 2 in the spring of 


Information for Advertisers 


1949. The maps give the station’s 
daytime and nighttime audiences. 
Market data include retail, food, 
general merchandise, drug, furni- 
ture and radio sales, effective buy- 
ing income and gross dollars from 
farming in the area served. 


No. 3735. Media Specifications for 
Reaching a Five Billion Dol- 
lar Market. 

Six characteristics desirable in 
a magazine as a medium for ad- 
vertising quality merchandise are 
outlined in a new brochure of- 
fered by U. S. News & World Re- 
port. Charts and tables, based ‘on 
findings obtained in three inde- 
pendent studies covering income, 
readership and purchasing habits 
of some of the publication’s sub- 
scribers make up the survey. 


No. 3736. Consumer Analysis of 

Small Town America, 

The 15th Grit Reader Survey of 
the buying habits and brand pref- 
erences of its readers in small 
towns from coast to coast is of- 
fered by Grit Publishing Co. A 
new feature of this year’s report 
is a photographic story of a per- 
sonal investigation made in one 
small town. Brand preferences of 
23,898 families are given for the 
following classifications: automo- 
tive, drugs and cosmetics, gro- 
cery products, home appliances, 
tobaccos and miscellaneous items. 


No. 3737. Study of the Oilheating 
Industry. 

A state breakdown of oil-fired 
warm air furnaces, plus other fea- 
tures including functions of fuel 
oil dealers; their brand prefer- 
ences on furnaces and accessories, 
case histories of manufacturers 
selling in the field and sales help 
data are contained in this study 
offered by Fueloil & Oil Heat. Sev- 
eral charts and tables give the 
position of warm air units in the 
oilheating market during the last 
ten years. 


Note: Inquiries for the items listed above will not be serviced beyond Oct. 23. 


TISE 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


“SOUPON TO OBTAIN INFORMATION 


NAME TITLE 
COMPANY ....... 

ADDRESS 

CITY & ZONE STATE 


7S. per tine, minimum charge $3 


wm 
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HELP WANTED 


. FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


ATTENTION LADIES: There is an open- 
ing down South for a progressive “live- 
awake” woman with trade paper edit- 
ing experience to work with editorial 
staff on several trade publications and 
eventually handle one of these publica- 
tions. Must have knowledge of proof 
reading, makeup, layout, rewrite and 
copy editing. No beginners, please. 

.Box 3323, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

WANTED: 

Junior account executive, tired of earning 
for someone else, to represent reputable 
newspaper mat syndicate. Travel in home 
territory, car necessary. Heavy com- 
missions assure excellent pay. 


We have clients looking for outstanding 

individuals in Merchandising, Advertis- 

ing, Sales Promotion and Management. 
*AND** 


Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 
14 E. Jackson Bivd. Chicago 4, Ill. 
FARM RADIO WRITER 
WANTED 
Well established midwestern agency now 
in its 32nd year has opening for young 
man skilled in farm radio. Farm back- 
ground and previous experience in writ- 
ing radio commercials for farm products 
is essential. Write, giving details of ex- 
perience and starting salary require- 
ments. Our own people know of this ad. 
Box 3324, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WANTED 

Advertising Manager with secondary res- 
ponsibility of working with some distrib- 
utors. For company located in town of 
20,000 in central mid-west. Should be 
strong in merchandising, sales promo- 
tion and with some sales background, 
preferably in durable goods or building 
products. Salary staris about $7000 or 
$8000 depending on qualifications. Write: 

Box 3346, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Salesmen, Three. Leading manufacturer 
pressure-sensitive adhesive paper and 
printed products. We are selling national- 
ly and sales in Chicago, New York and 
Philadelphia have now developed to the 
point where each requires an experienced 
salesman to handle the volume. If you 
are now selling paper, printing or kindred 
lines, this is a fine opportunity. Salary 
plus commission. Write fully in con- 
fidence stating background experience. 
Box 3349, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Salesmen—Calling on industrial admen or 

agencies, Sell or introduce new color pro- 

cess for prod. pres—offering 10 m prints 

for cost conventional plates. Commission. 
Box 3350, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Space Salesman Draw $5200 
Consumer Magazine 
GEORGE WILLIAMS—PERSONNEL 


209 S. State St. HA 17-2063 Chicago 4 


POSITIONS WANTED 


Creative adv. artist—layout—b&w illus— 
production—11 yrs. Will relocate. 

Box 3340, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PROMOTION MGR. 
DIRECTOR OF PUBLIC RELATIONS 
Thoroughly experienced...yet young 
enough for flexibility...has been in 
complete charge of budgets up to $500,- 
000 annually. Knowledge of all media 
from direct mail to outdoor. While back- 
ground is heavy in oil, hotel, motion pic- 
ture and marine industries... experience 
qualifies him to fit into any organiza- 
tion. Salary important but opportunity 
for future equally important, University 

graduate, married, one child. 
Box 3341, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


FINEST CANADIAN 
MAILING LIST 


175,000 Mail Order Nursery 
Stock Buyers 


On Elliott Stencils 


Secured from Space Advertising. 

Used by us 5 times annually. 
Would consider renting to non-competitive 
house of proven integrity. 

Can address and return your envelopes 
or do mailing and stuffing for you. 
Positively will rént to only one client 
each month. 

Will be glad to consider your proposition. 


Box 7693, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ACCT. EXEC. 


PITTSBURGH AGCY. 


To handle industrial and chemical accts. 
4A Agency. Asst. to Mgr. Salary and bonus. 

k experienced agency acct. exec. or in- 
dustrial adv. mgr. trained in copy, layout, 
plans. Engineering desirable. State experi- 
ence, age, salary now earning. Send speci- 
mens, photo. 

Box 7689, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
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t+ of your promotion. 
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Cosh with order 


Fi gurm bold face heads 
foce 40 per line. Box 


space over inches apply on display 


POSITIONS WANTED 


LONDON CONNECTION WANTED 
Good merchandising background. Earn- 
ing $10,000 as cir. rep. leading publ. in 
its field. Quickly adaptable to new ideas. 
Box 3342, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


I'M HERE! With 5% yrs. solid, varied 4-A 
agency experience (copy, client contact 
program-building), there’s bound to be 
a niche in Chicago for a Southern girl. 
Employed but not utilizing full back- 
ground. 

Box 3343, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


ACCOUNT MANAGEMENT AT ITS BEST 
A “Real Ad man” seeks new responsibil- 
ities and opportunities. 10 yrs experience. 
(6 at present Chicago agency) Package 
foods, Apparel, Footwear. Married, one 
child. Will relocate! Write today for 


resume. 
Box 3344, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ALL THE USUAL QUALIFICATIONS 
—AND SOME EXTRAS! 

Ideas are any creative man’s stock 
in trade. If you can use the, plus 
the practical ability that finishes the 
job—direct mail that’s out of the 
rut—folders, brochures—copy that 
sells, whether it’s merchandise or an 
idea—I'd like to talk to you. 
Fully experienced and now em- 
ployed. Mature enough to be looking 
for that “This-is-the-one” job. Pri- 
marily creative-copy but can manage, 
meet people, fit into your organiza- 
tion. World War II veteran; no mili- 
tary service in sight. Why not write? 
Could mean the answer to your 
needs! 

Box 3345, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


PUBLIC RELATIONS EXECUTIVE 
Highly skilled director of public rela- 
tions with background of experience with 
top executives of American industry, is 
seeking new business affiliation. Sub- 
stantial newspaper experience, widely 
travelled, and the holder of a law degree, 
this man can bring to the job, adminis- 
trative ability, imagination and initiative. 
Box 3347, ADVERTISING AGE 
11 E, 47th St., New York 17, N. Y. 
Experienced trade paper space salesman 
available for well established publica- 
tion. Fxcellent sales record in midwest 
territory. Married and live in Chicago. 
College grad. 

Box 3348, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 
Business paper seeks advertising repre- 
sentative. Contacts and experience with 
industrial accounts and agencies in Mich- 
igan, Indiana and Ohio essential. Write 
giving full details, background and ex- 
perience. Our employees know about 
this advertisement. 

Box 3338, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

MISCELLANEOUS 


OFFSET CUTOUTS 
Most complete service in U. S. Just 
published—Offset Scrapbook #7, 950 re- 
production proofs of promotional head- 
ings, catch words and art panels, only 
$3.00 postpaid. Literature free. 

A. A. ARCHBOLD, Publisher 
1209-B S. Lake St., Los Angeles 6, Calif. 
CARTOON PROOFS for reproduction. 
New, original, $1 each. Free catalog. 
Maywood Sales Co., Rm. 300 
1142 S. Keeler Ave., hicago 24, Ill. 


1 CAN HELP YOU! 


My present job uses only 1/10th 
of the knowledge and “know-how” 
that took me twenty years to learn. 
I have been Art Director (Fine 
Arts major, University of Wash- 
ington), Copy Writer (Journalism 
minor), and Production Manager 
working on national magazine, 
newspaper, business paper — both 
large and small space advertise- 
ments; direct mail, mail order, 
dealer helps, outdoor advertising, 
and sales training programs. I 
have called on and SOLD top 
executives in both the manufac- 
turing and advertising fields. 

I am a Gentile, 40 years of age, 
married. Five years and 2,500 
hours in the air as a pilot and 
pilot-instructor in the RCAF. 


LET ME MAKE MY OWN FUTURE! 
I want an opportunity to prove that I 
can ensure, by co-ordinating your adver- 
tising and sales departments, the effec- 
tiveness and positive reaction of all types 


Box 7691, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


EXECUTIVE ASSISTANT 
Girl Friday—college graduate. Good 
at detail, production control. Handle 
correspondence. Excellent experience 
including 8 years complete charge 
small business. 
Box 7692, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
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Fielding Purchase 
Leads to Renaming 
of McLain-Dorville 


PHILADELPHIA, Sept. 7—Fred P. 
Fielding, former radio director for 
N. W. Ayer & Son, who joined 
the McLain-Dorville Corp. as vice. 
president about a year ago, has 
purchased all the outstanding stock 
of the company and became owner 
and operating head of the agency 
as of Sept. 1. 

The company’s name also has 
been changed from McLain-Dor- 
ville to McLain-Fielding Co. 

Lyle T. Johnson, president of 
the former corporation, has re 
signed. He has not announced his 
future plans. 

Mr. Fielding, who has spent 
nearly 30 years in the advertising 
business, told ADVERTISING AGE he 
plans to change the company’s 
former policy of taking only indus- 
trial accounts. In fact, he has al- 
ready accepted new accounts which 
will balance the variety of ac- 
counts in the house. The change 
in ownership, he said, has not 
affected any of the accounts in 
the house and has not resulted in 
any losses. 


ws Among the new accounts are 
Diamond State Beer Co. in Wil- 
mington, Del.; Frigidinner Inc., 
Middishade Men’s Clothes and 
Chips ’n Twigs Co., all Philadel- 
phia. 

Mr. Fielding began his adver- 
tising career with N. W. Ayer & 
Son and worked up through all 
the departments. He was in Ayer’s 
New York office between 1928 and 
1939 and was chief of the radio 
department during his last years 
with that agency. 


Ross Names Nell Litvak 


Nell Lee Litvak, formerly adver- 
tising and sales promotion direc- 
tor of Speed Products Co., maker 
of Swingline staplers and office 
specialties, has been named an ac- 
count executive and merchandis- 
ing director of Philip I. Ross Co., 
New York agency. 


ADVERTISING 
EXECUTIVE 
WITH 
TOP-FLIGHT POTENTIAL 


There is a bright future ahead as 
an advertising executive for the 
man who qualifies for this out- 
of-the-ordinary spot. He will 
start as assistant to the execu- 
tive responsible for a very large, 
fully rounded, nationally promi- 
nent advertising program. this 
man in his early 30’s, who pos- 
sesses most of the qualifications 
described here, we offer excep- 
tional opportunity and broadest 
experience in the advertising de- 
partment of a seers | American 
manufacturer located in Ohio. 
Aggressively merchandised field. 
Agency or advertising depart- 
ment experience is a “must”. Im- 
agination, understanding of good 
layout and ability to express him- 
self on his feet and on paper are 
important assets. He will handle 
and work on all forms of media: 
radio, television, national maga- 
zines, newspapers, farm papers 
and trade papers and the mer- 
chandising and promotion needed 
for their support. He must make 
a good appearance, be able to get 
along with many kinds of people 
and be blessed with an eager, 
alert personality. Reliable, ag- 
gressive, he is not adverse to de- 
tail but can think in broader 
terms. His application, which 
will be held in strictest confi- 
dence, is the next step to a per- 
sonal interview either in the 
home office or possibly in some 
convenient city. 


Box 7690, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WE CAN’T KEEP UP... 
with our Managing Editor. 
joined us six years ago, he has 
glamour to our layouts (saved money in 
the process), added sparkle and reader- 
ship to our pages (two awards for edi- 

rial excellence); he is pleasant, resource- 
» Capable, draft exempt, in 
. Unfortunately, he is also ambi- 
tious, and because we haven't the oppor- 
tunity he deserves, we're offering him t 
someone who does. 

Box 7684, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
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Newspaper Ad 
Volume Gains 
in Australia 


SypNEyY, AusTRALIA, Sept. 5—De- 
spite continuing “newsprint appre- 
hensions” during the past year, 
Australian metropolitan daily 
newspapers showed sharp _ in- 
creases in advertising for the year 
ended June 30. 

Total column inches for the 
1949-50 period was 7,381,899, an 
increase of 48% over the previous 
year and a 45% rise over the 
1947-48 total. Though inches lost 
during the war and postwar pe- 
riod have been made up, this year’s 
mark is still 733,104 inches less 
than the last complete prewar year 
of 1938-39. 

All capital cities showed gains 
in 1949-50. Adelaide, South Aus- 
tralia, reflected industrial expan- 
sion there with an increase of 64% 
in the past year. Other increases 
in total inches were Sydney, 36%; 
Melbourne, 49%; Brisbane, 57%; 
Perth (West Australia), 48%; and 
Hobart (Tasmania), 34%. 

Metropolitan weeklies also reg- 
istered an upward trend in ad- 
vertising, with a 27.7% increase 
over last year, and a 36.2% rise 
over 1947-48. The total was only 
55,000 inches short of the last 
complete prewar year. 


s Sectional analysis of the metro- 
politan dailies reveals that classi- 
fied and retail advertising con- 
tinued to head the list. Classified 
daily average was 724.4 inches 
for each daily paper. Last year’s 
average was 503.1. Retail aver- 
aged 301.5 inches daily per paper, 
compared to 204.4 during 1948-49. 


Amusement linage was third 
with a daily average of 99.1 inches 
per paper, compared with 50.1 last 
year. Motor cars’ and accessories’ 
daily total imcreased from 27.6 
inches per paper to 48.6. Patent 
medicine’s daily average rose from 
28.3 to 34.9 inches. 

Advertising in metropolitan 
weeklies showed the leaders to 
be retail, classified, machinery 
and farming. The retail average 
per paper was 310.2 inches weekly, 
compared with 231.3 last year. 
Classified averaged 137.3 against 
1948-49’s 96.6. Machinery - and 
farming increased to 108.2, a con- 
siderable gain over last year’s 
72.2 inches weekly. 


s Australia’s leading newspaper 
advertisers in total inches: 
METROPOLITAN DAILIES 


Advertiser 1949-50 1948-49 
1. Lever Bros. & Assoc. 43,681 36,903 
2. Colgate-Palmolive 35,449. 17,711 
3. W. D. & H. O. Wills 22,766 16,634 
4. Clinton-Williams 21,364 16,896 
5. Nicholas (Aspro) 13,348 5,344 
6. Ford Motor Co. 13,314 9,841 
7. General Motors- 

Holden 11,782 16,024 
8. Nestles (Australia) 

Ltd. 10,985 5,233 
9. Beckers (A, P. C.) 10,006 8,545 
10. Shell 9,702 3,731 
1l. Goodyear Tyre & 

Rubber 9,441 7,999 
12. Johnson & Johnson 9,391 5,097 
13. Cadbury-Fry-Pascall 9,256 5,722 
14. Kraft-Walker 9,186 5,189 


METROPOLITAN WEEKLIES 


1.. Lever Bros. & Assoc. 36,171 28,503 
2. Colgate-Palmolive 10,947 10,877 
3. E. C. De Witt & Co. 8,622 10,005 
4. Ford Motor Co. 8,500 5,271 
5. Beckers 6,641 5,247 
6. Edinburgh Laboratories 6,414 4,728 
7. Shell 194 3,744 
8. Goodyear Tyre & 

Rubber 4,953 17,793 
9. W. D. & H. O. Wills 4,808 4,284 


Walter Kiehn Appointed 


Walter Kiehn has been ap- 
pointed sales manager of National 
Hosiery Mills Ltd., Hamilton, Ont. 
He formerly had been vice-pres- 
ident of J. J. Gibbons Ltd., Tor- 
onto. 


Marquette Study Shows Deterioration 
in Department Store Service Since ‘48 


MILWAUKEE, Sept. 6—Custom- 
ers in Milwaukee department 
stores are not receiving as prompt 
attention from sales clerks as they 
did in 1948, according to a Mar- 
quette University study. 

Main reason for the lack of 
prompt attention, according to the 
Marquette Bureau of Business & 
Economic Research, is that sales 
people are busy with other cus- 
tomers. 

Next most frequent reasons for 
the lack of prompt attention were: 
“Sales persons talking together”; 
“no sales persons in sight”; “sales 
persons fixing stock,” and “cus- 
tomer deliberately ignored.” 

The 48-page report, replete with 
charts, is based on 9,000 shopping 
trips made over a six-month per- 
iod in 11 different departments of 
each of six stores, The survey was 
made by 140 Marquette Univer- 
sity students under the direction 
of Ralph E. Brownlee, instructor 
in marketing. 


w The six stores studied were the 
Boston Store; T. A. Chapman; 
Gimbels; Penney’s; Sears, Roe- 
buck and Schuster’s. Numbers are 
used in place of the names of the 
stores throughout the report. 

Original purpose of the study 
was to show Milwaukee retailers 
that there is a difference in the 
attitude of customers toward the 
service provided by the competing 
stores. 

The percentage of the shoppers 
who received prompt attention has 
declined in every store since 1948, 
when a similar study was made. 
For store No. 1 this year it was 
65%, off 6%; for store No. 2, the 
percentage was 60%, down 7%; 
No. 3 was 59%, off 11%; No. 4 
was 57%, a decline of 11%; No. 5 


was 55%, off 16%, and 61% of 
the shoppers in No. 6 received 
prompt attention, a decline of 
17%. 


# Other conclusions listed in the 
report were: 

More than 90% of the sales peo- 
ple in each store were rated “neat 
and businesslike.” 

Only about one-third of the 
clerks attempted to “trade up” 
requested merchandise. 

Fewer clerks made customers 
feel uncomfortable when they de- 
cided not to buy than in 1948. 


Oil Industry Opens Drive 


More than 8,000 kits of special 
materials are being distributed by 
the Oil Industry Information Com- 
mittee through its 12 district of- 
fices and the Western Oil & Gas 
Assn, to tell the story of oil during 
“Oil Progress Week,” Oct. 15-21. 
The kits contain pattern speeches, 
radio scripts, editorials, news- 
paper feature stories, special 
event suggestions and a souvenier 
booklet. 


Marshall Appoints Power 


Ralph L. Power Advertising, Los 
Angeles, has been retained to 
handle the advertising of G. S. 
Marshall Co., Pasadena, Cal., rep- 
resentative organization for preci- 
sion electronic components. 
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> Take advantage —if you're tall (over 
5’7”)—of the existence of a shop that deals only in tall 


women’s dresses, suits and coats. Women across the country 
can avail themselves of these cleverly designed clothes by 
writing for the spring catalog. (A monthly circular an- 
nounces new tall-girl fashions as they are born.) To be put 
on list, write Peg Newton, 3 E. 48th St., N. Y. 
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Allen and Rutherford Form 
New Representative Concern 
Philip D. Allen, formerly west- 
ern manager of McGraw-Hill Pub- 
lishing Co., and John R. Ruther- 
ford, who formerly represented 
Newsweek and Fortune in the 
Midwest, have formed a partner- 
ship, Allen & Rutherford, as busi- 
ness paper representatives in the 
Midwest. Offices of the new com- 
pany are located at 230 E. Ohio 
t., Chicago. 


Genatt Appointed Editor 

Irving Genatt has been appoint- 
ed editor of Cantor Publications, 
New York, publisher of Flooring, 
Roofing, Siding and Insulation. He 
has been with the company for the 
past three years. 


Pat Healy Joins KTTV 

Pat Healy, formerly associate 
editor of Tele-Views, has joined 
the promotion department of 
KTTV, Los Angeles. 
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New Muntz Company 
to Make High-Priced 
Small Automobiles 


Cuicaco, Sept. 6—A group head- 
ed by Earl W. Muntz, TV manu- 
facturer, has formed Muntz Car 
Co. here to produce a “high- 
priced small automobile.” 

The new automobile will sell for 
$5,000 and preliminary plans call 
for production of 1,000 cars a year, 
beginning late this year, according 
to Mr. Muntz, president of the 
concern and executive vice-presi- 
dent of Muntz TV Inc. 

The first 50 cars will be built 
at Glendale, Cal., between now 
and Dec. 15, when operations will 
be transferred to Chicago, he said. 

Plans call for construction of a 
five-passenger car, 54 inches high, 
economical on gas consumption 
and capable of being driven at a 
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speed of 140 miles per hour. 

Mr. Muntz said financing at the 
outset will be provided by issuance 
of 275,000 of 2,000,000 authorized 
no par value common shares of 
stock. 

Other officers of the new com- 
pany are Arthur Morse, an at- 
torney, secretary, and Ernest Kol- 
onsky, an assistant to Mr. Muntz in 
the TV concern, treasurer. 


Extends Telefex Service 


American Broadcasting Co. has 
completed arrangements with 
Telefex, Culver City, Cal., to use 
its complete rear screen projection 
service in the New York (WKZ- 
TV) and Chicago (WENR-TV) 
studios. The service is already in 
operation at KECA-TV, Hollywood. 
The organization has provided the 
net’s coast station with still back- 
grounds and moving scenic effects 
for such shows as “The Ruggles,” 
“The Marshall of Gunsight Pass” 
and “Your Witness.” 


Sales potential like this justifies a full schedule in 
the Repository for all consumer products. Despite 
claims to the contrary you just can’t cover this rich 


they eat 43% more 
in Canton, Chio 


Retail food sales running 43% above the national 
average is your assurance that your advertising and 
selling in the Canton market will produce maximum 
volume per dollar invested. 


It’s an economical market to sell. One newspaper 
—the Repository—reaches the 94,000 families 
whose well above average incomes are stabilized by 
over 200 diversified industries and the crops from 
Ohio’s most thickly populuated farm area. 


market without the Repository. 


100% coverage of a one-newspaper market. 


99.3% carrier delivered. 


A Brush-Moore Newspaper 


Represented Nationally by Story, 


Brooks and Finley 


MARS FALL DRIVE—Mars Inc., Chicago, 
will use color pages like this in Life 
and Look during its fall ad drive. Color 
spreads and other color pages also are 
scheduled in the two publications. Leo 
Burnett Co., Chicago, is the agency. 


Mars Uses Radio, 
TV and Magazines 
in Fall Ad Drive 


Cuicaco, Sept. 
this week released details of its 
biggest fall advertising campaign, 
which already is under way on a 
national scale. Magazines, televi- 
sion and radio will be used in the 
drive to push all five candy bars 
made by Mars. 

Spearheading the new ad pro- 
gram will be a four-color spread 
in the Sept. 11 Life featuring the 
Mars toasted almond bar. Head- 
lined “the Candy Bar that’s Like 
a Chocolate Nut Sundae,” the 
same spread is scheduled in Look 
for Oct. 10. These will be fol- 
lowed by two four-color pages in 
each publication over a 12-week 
span. 


a The television phase of the 
drive started on Sept. 4, when 
“Howdy Doody,” juvenile TV 
show, returned to its three-a- 
week fall cycle on a 29-station 
network. The program pushes 
three different Mars bars—3 
Musketeers, Snickers and Forever 
Yours. 

Rounding out the campaign will 
be a new five-a-week radio pro- 
gram, “Falstaff’s Fables,” which 
will be aired over the American 
Broadcasting Co. net starting Sept. 
18 (5:55-6 p.m. in each time 
zone). The program will feature 
Alan Reed, formerly on the Fred 
Allen program, and Alan Reed Jr., 
in a show described as “a pro- 
gram in rhyme.” Commercials on 
the show will be for Milky Way, 
Mars’ leading candy bar. 

Trade advertising will consist 
of ads in several confectioner and 
grocery journals in coming months, 
emphasizing the profit opportu- 
nities that the new ad program of- 
fers to retailers. 

Leo Burnett Co. here is the 
agency. 


Norman Takes Housewives 
Protective League Post 


Philip Norman, formerly a pro- 
ducer-director for McCann-Erick- 
son, New York, has joined KNX, 
Los Angeles, as director of the 
Housewives Protective League, ef- 
fective Sept. 18. He succeeds Knox 
Manning, who is resigning to re- 
turn to news broadcasting and 
other assignments. 

Mr. Norman will be heard Mon- 
day through Friday for HPL from 
12:05 to 12:30 p. m., and on Sat- 
urday from 1:05 to 1:45 p.m. 


7—Mars Inc. 


Ad Scribe’s Item 


BETTER BY $1000. .! That's 


the gain in direct sales from 
one insertion of a small ad restyled for 
my hotel operator client. You bet he’s 
happy about Ad Scribe service that 


brings effective help at sensible cost. 
To up-and- i firms everywhefe, 
air mail speeds Scribe sales ideas, 


layout, copy, art and production carry- 
thru. Write to Box 254-Y, North Canton, 


Ohio, for Credit Card worth $19.00. 
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Willard Sets Ad, 
Merchandising Push 
tor New Battery 


CLEVELAND, Sept. 6—Willard 
Storage Battery Co. has scheduled 
an extensive advertising and mer- 
chandising campaign to introduce 
jts new Super Master automotive 
battery. 

Leading off the campaign is a 
two-color spread in the Sept. 2 
issue of The Saturday Evening 
Post—said to be the first such 


Y spread used in battery advertising 


in more than 15 years. A similar 
spread is scheduled in Collier’s, 
and half, two-thirds and full-page 
ads will appear in Collier’s, Coun- 
try Gentleman, Farm Journal, 
Look, Progressive Farmer, SEP 
and Time throughout the peak 
oattery selling season. 


s A business paper campaign will 


j>onsist of spreads in Jobber Top- 


ics, Motor, Motor Age, Southern 

Automotive Journal, Super Serv- 

ce Station and Tire Review. 
Merchandising aids to be made 


. | available to dealers include sales 


oxromotion ads, direct mail mate- 
tials, posters, spot radio scripts, 
ind mats and electros for news- 
yaper advertisements. Reprints of 
the initial SEP spread have been 
3ent to the complete Willard mail- 
ing list of more than 40,000 names. 

Copy in the campaign will fea- 
ture a new battery grid material 
called Metalex, which is used in 
Super Master batteries and is said 
to offer added protection against 
overcharging. 

Meldrum & Fewsmith Inc. here 
is the agency. 


Plans Knox Hat Campaign 

Hat Corp. of America, New 
York, will launch a campaign in 
October to promote several new 
styles of Knox men’s hats. Full- 
page, four-color ads will appear in 
Esquire, Holiday and The Satur- 
day Evening Post. Newspapers will 
be used on a co-op basis with in- 
sertions ranging from one column 
by 100 lines to three columns by 
135 lines. Geyer, Newell & Ganger, 
New York, is the agency. 


Weil Names Lustig Agency 

Lustig Advertising Agency, 
Cleveland, has been retained to 
handle the advertising of Weil & 
Co., Cleveland, producer of Don- 
De coffee, distributed in Ohio and 
Michigan. Gordon Best Co., Chi- 
cago, formerly handled the ac- 
count. 


‘Planned Packaging’ 
Tells How and Why 


New York, Sept. 8—‘Planned 
Packaging,” a new book on the 
subject by Harry Jones, an Eng- 
lish packaging authority, will be 
issued Sept. 12 here by Macmillan 
Co. 

Of interest to American adver- 
tisers, designers, and industrial ad 
managers, this English book, in 
part, is a history of packaging in 
Great Britain. In telling the story, 
however, the author has provided 
an admirable picture of modern 
developments and problems in the 
field. 

Illustrated with 96 halftone re- 
productions, the majority of which 
depict famous American products, 
the volume discusses such sub- 
jects as national brands, ways and 
means of changing customers’ 
buying habits, package engineer- 
ing, merchandising methods, pack- 
aging for export, the value of 
planning, organization and re- 
search, and the relation between 
designer and manufacturer. 

Nearly half of the book is de- 
voted to successful package design. 
Mr. Jones begins with first con- 
siderations—an analysis of re- 
quirements, recommendations, and 
the finding of the right materials. 

Several chapters treat of the 
package itself, its convenience and 
economy, its appearance as mea- 
sured by appeal, surface treat- 
ment, color and copy. 


Greyhound Stages Campaign 


Greyhound Lines will conduct a 
nationwide advertising and sales 
campaign during September and 
October to promote fall travel. 
This will be the largest campaign 
ever undertaken by Greyhound to 
create off-season business. In ad- 
dition, the company is planning a 
promotion within its own organi- 
zation to emphasize the program 
to employes. Beaumont & Hohman 
Inc., Chicago, is the agency. 


Appoints Donald Bonhaus 

Donald Bonhaus, formerly sales 
manager of the systems division 
of Herring-Hall-Marvin Safe Co., 
Hamilton, O., has been appointed 
sales manager of Physicians Sup- 
ply Co., Cincinnati. 


Eli Tash Joins Federated 

Eli Tash, formerly with John 
Taylor Co., Kansas City, Mo., has 
joined Federated Department 
Stores, Cincinnati, as an executive 
specializing in merchandising re- 
search. 


TO-ENGRAVING 


PLANT 


1 FRAN LIN a 


market 


WGY’s total weekly audience is over 2% times 
greater than that of the next best station in 
Daytime and at Night. 


WGY'’s daily audience is 3 times greater than that 
of the next best station—191% greater in 
Daytime, 211% greater at Night. 


has 36% more audience in Daytime and 45% 
more at Night than a combination of the ten 
top-rated stations in its area. (WGY weekly 
audience: 428,160 Daytime; 451,230 Night.) 
(10-station weekly audience: 313,080 Day- 
time; 310,970 Night.) 


has the largest audience in every single county 
in the area at Night and in all but one county 
in Daytime. 


has in its primary area, Day and Night, 23 
counties to Sta. B's 5 counties, Sta. C’s 3 
counties, Sta. D’s 3 counties. 


has almost twice as many counties in its primary 
area as any other station in the area has in its 
entire area. 


has 8 counties in its Daytime area and 9 in its 
Nighttime area which are not reached at all 


by any other Capital District station. 


To put your finger on the heart 
of this great northeastern 


Your best - 
radio buy 


is WGY 


Represented Nationally by NBC Spot Sales 
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Voice of the Advertiser’ 


This department is a reader’s forum. Letters are welcome. 


Men's Wear Retailers 
Solve ‘Wholesale’ Buying 

To the Editor: In at least one 
field—men’s wear—consumer buy- 
ing at “wholesale” prices is on the 
decline. This remains true despite 
the fact that “the I-can-get-it-for- 
you-wholesale idea is firmly root- 
ed in the minds of American con- 
sumers,” as reported in the Aug. 
21 issue of ADVERTISING AGE. 

Until the past year the situation 
in the men’s apparel industry was 
the opposite of what it is today; 
millions of dollars worth of gar- 
ments were being sold to the con- 
sumer on factory premises. Today, 
few factories dare to sell directly 
to the consumer. 

How did this situation come 
about? When the Retail Apparel 


Outlook began publication as a 


men’s wear trade paper for retail- 
ers 14 months ago, it found that 
competitive selling by factories 
was one of the activities disturb- 
ing the retailer. As a result, the 
paper launched an investigation 
which has had remarkable results. 

Reporters were sent to factories 
on which complaints had been re- 
ceived. Since most of these outfits, 
fearing retailer retaliation, did 
their selling in “speakeasy” style, 
reporters introduced themselves as 
consumers who had been sent by a 
“friend” to purchase a garment. 
Any fictitious name of a friend 
was enough to gain entree and 
consummate the “wholesale” pur- 
chase. 

Scores of firms were investi- 
gated in this manner—a large Phil- 
adelphia tuxedo manufacturer, a 


IT’S EASY, 


WHEN YOU 
KNOW HOW! 


This is KWKH’s twenty-fifth anniversary—and here’s the 


proof that in these 25 years 


KWKEH has built an incomparable radio Know-How in 


this part of the South: 


The 1949 BMB Report credits KWKH with more 
than 300,000 daytime radio families in 87 
Louisiana, Texas and Arkansas counties. 64%, 
of these families listen ‘‘6 or 7 days weekly’’. 
75% are “average daily listeners"! 


Month after month, year after year, KWKH 
ranks among the nation’s top CBS stations in 
Hooper City Audience Indexes. The latest report 
(Feb.-Mar., 1950) shows KWKH as fifth in the 
morning, sixth in the afternoon, third at night.. 


Yes, Know-How makes a difference! Let us or The Bran- 
ham Company show you just how much difference it makes! 


KWKH 


50,000 Watts " CBS 


SHREVEPORT LOUISIANA 


The Branham Company, Representatives 


KWKH DAYTIME BMB COUNTIES 
Shedy he 7 fering, 1949 


of broadcasting experience, 


tarde stone icin 


+ 


Bridgeport, Conn., shirt manufac- 
turer, and firms throughout the 
country engaged in all phases of 
men’s wear manufacturing. The 
paper carried the stories: names 
of firms doing retail selling and 
pictures taken “catching” them in 
the act. 

Response from the retailer was 
immediate and effective. He re- 
taliated against what he consid- 
ered violation of the manufactur- 
ers’ relation to him. A dramatic 
illustration of this was one large 
sportswear house losing 60% of 
its retail accounts within a short 
period after its consumer selling 
activities had been exposed to the 
30-odd thousand retailers who re- 
ceive the Outlook. 

Manufacturers began to react in 
turn, Pledges against consumer 
selling began to pour in and in- 
creased as the campaign of ex- 
posure gathered force. Dozens of 
legitimate manufacturers rallied 
to the support of the paper’s cam- 
paign. 

This was only the beginning. In 
the course of the investigation a 
number of other important facts 
were uncovered. Thousands of 
dollars worth of “wholesale” gar- 
ments were checked, and it was 
proved that the factories in over 
90% of the cases were actually 
selling close to or above retail 
prices. In one case a false price tag 
was used to mark a $25 suit up to 
$60. It was then sold “wholesale” 
at $40. 

No alteration service was ever 
provided. The consumer who 
wanted a decent fit had to go toa 
tailor, incurring additional expense 
which he would not have had if 
his purchase had been made at a 
legitimate retail store. ; 

Much of the merchandise was 
old and defective, garments that 
the manufacturer could not un- 
load on the retailer. There was 
never any guarantee, it was found, 
in “wholesale” selling. No gar- 
ment could be returned regardless 
of how defective it might be. 

These facts were printed, to- 
gether with the names of the fac- 
tories involved, and were used as 
ammunition by retailers in edu- 
cating the consumer to the fraudu- 
lent nature of “wholesale” selling 
in the men’s wear industry.. Thou- 
sands of reprints of these stories 
were posted in men’s wear stores 
throughout the nation. 

The result of the campaign has 
been to unify all levels of the ap- 
parel industry against factory sell- 
ing to the consumer, and garments 
at so-called “wholesale” prices. 

This, however, was not the end 
of the story. Outlook reporters 
never received a sales slip with 
their “wholesale” purchases. This 
practice was universal enough to 
arouse suspicion. Investigation 
proved that in most cases these 
transactions were not entered on 
the books. Consequently, neither 
local tax nor federal income tax 
was being paid on these sales. 

Henry I. Silverman, executive 
director of the Retail Apparel Mer- 
chants Assn., demanded a govern- 
ment investigation into the situa- 
tion after this expose. New York 
City Councilman Jack Kranis and 
U. S. Senator William Bennett 
have responded to this demand by 
initiating action in their respec- 
tive legislative bodies. 

In some instances, manufactur- 
ers had been openly advertising 
their consumer selling activities. 
As a result of the Outlook’s cam- 
paign, advertising agencies with 
men’s wear factory accounts have 
discovered that only minimum re- 
sults can be obtained from trying 
to sell incensed retailers and 
cheated consumers on their cli- 
ents’ products. 


Henry Clay, General Manager 


This story of the curtailment of 
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“wholesale” selling by manufac- 
turers in the men’s wear field is 
offered for what it may be worth 
to other industries in which simi- 
lar situations exist. 
Howarp Mann, 
Publisher, Retail Apparel Out- 
look, New York. 


Timelanguage Fills the Bill 
To the Editor: I read with in- 
terest the report in your Creative 
Man’s Corner in your issue of 
Aug. 7. 
In view of the opinions ex- 
pressed I thought perhaps you 


Megcreee homed cette 
tet Ouee ehe * 


Fosy Fichings 


might be interested in the cam- 
paign we are currently running 
for our client, Dominion Magne- 
sium Ltd., in the Canadian edi- 
tion of Time magazine. 

In this advertising we have en- 
deavored to speak in the Time 
idiom as much as possible be- 
cause it seems strangely well 
suited to the magnesium story. 
You will be interested to know 
that the results from this new ap- 
proach have so far surpassed those 
from our previous consumer ad- 
vertising and comments have been 
most gratifying. 

Rosert I. P. CAMERON, 

Account Executive, Erwin, 

Wasey of Canada, Toronto. 


Agency Veteran Reports 
from the Louisville Front 

To the Editor: The current edi- 
tion of AA is a honey. In fact, all 
preceding numbers have been 
good, plus. 

How I would like to see you 
fellows. But at 81, past, I shall 
never be able to make it up that 
way again [but] I’m still in the 
harness and, considering every- 
thing, keeping my head well above 
water. 

I wish you could be with us 
some time in the near future at 
the Advertising Club. It’s “some 
punkins” now. A lot of us still 
recall the good talk Sid Bernstein 
gave us a few years back. 

Our new president is Arthur 
Bondurant. Like his predecessor, 
Bill Owens, he’s doing a swell job. 

THos. E. BASHAM, 

Thomas E. Basham, Advertis- 

ing, Louisville. 


‘Read Copy to a Prospect’ 
is Suggestion for Writers 

To the Editor: The Creative 
Man’s Corner is one of the best 
things in AA—and how right he 
is! 

But you know the old proverb— 
“The unknown is always grand” 
—or something like that. And 
that’s why we get ads like the PM 
and Sky Chief ads his Corner 
criticizes in the Aug. 28 issue. 

“Controlled octane plus con- 


mystery to me, so I think maybe 
Texaco has something. 

And as for the PM “clear, clean 
taste” ad, I can’t imagine such a 
taste. About 200 years ago a Swe. 
dish naturalist thought we had 
about 20 different tastes—but to. 
day, with more scientific methods, 
taste boils down to sweet, bitter, 
sour, and salty—and what is none 
of these is insipid. 

If the adman who wrote the Py 
copy can tell me what “clear” or 


trolled volatility” is certainly a 


Canton (Ohio) 

Repository 
In 1949, 103 Retail 
Outlets sold 
$25,800,000 worth 
of cars in 


CANTON, Ohio 


And, during the first three 
months of 1950, new car sales 
were up 39% and used car 
sales were up 94%. Now, we 
have 46,500 automobiles reg- 
istered in the’ corporate city 
of Canton, PLUS tens of thou- 
sands more in Stark County 
and our A.B.C. trading area. 
In Canton, we have 1.2 car 
per family. 

Ours is a “mobile” 
population 


With one, and often two cars, 
in a garage, Canton readers 
of the Repository can and do 
shop all over town. We move 
around a lot seeking the best 
stores to satisfy our needs. 
This may come as a surprise: 
—Canton is the shopping cen- 
ter of a balanced 9,000,000 
market. 


In July we sold an average of 
61,807 papers every day and 
our Sunday average was 67,439 
copies. 


As a test market, few can ap- 
proach Canton, and for a regu- 
lar schedule you can always 
put this market on a list know- 
ing that the money is here for 
your goods or services. Call, 
write or phone if you need 
help in Canton, Ohio. 


This is e. 
Don Grace .. 


of the National 
Advertising De- 
artment of the 
anton Reposi- 
tory. He knows 
the brokers,job- 
bers and dealers 
i may want 
know. 


OUR 7 PAPERS © 


CANTON (OHIO) REPOSITORY 
STEUBENVILLE (OHIO) HERALD-STAR 
SALISBURY (MD.) TIMES 

These 3 represented by 
Story, Brooks & Finley, Inc. 
MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 

SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


BRUSH MOORE, 


NEWSPAPERS 


OF OH10 


) 
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“clean” tastes like—as, surely, he 
must have tasted something like 
that to spend the advertiser’s 


the cost of the space occupied. Yet 
primarily that means uses of “na- 
tional” advertising in newspaper 


thusiasm of the salesman. 
It would be interesting to learn 
to what extent these conditions 


which the dailies “must find the 
answer.” 

One of the tenets of Dow’s 
Theory, relative to the stock mar- 


pressed with the fine story on 
the American Association of News- 
paper Representatives. It was well 
done, and gave a picture which we 


clean }money on those two words—lI)| retail advertising. Without such | may have had in the concern over . 
uch g,might keep a bottle on the shelf.| participation much of such adver-| increasing use of Sunday news-| ket, is to the effect that the daily | representatives feel other people 
Swe. | Until then I’ll look for a liquor) tising would not be used at all.| papers, as related in your story of “averages” represent the combin-| in the advertising business should 


Feb. 27. It would be interesting to 


ed thought, judgment and invest- 


have... 


- hag [that appeals to my taste instead of | Some is so ineptly prepared that 

it to. |my eyesight. it is not used, anyway. know to what extent the lever| ment actions of every person who DEL J. WORTHINGTON, 
thods | Keep up the good work and Salesmen for media seem to be| fashioned around the theme of| knows anything about various President, American Associa- 
vitter, maybe, some day, a copywriter! about the best informed, most| “See what your competitors are| market factors. So far, however,| tion of Newspaper Representa- 


e Py P. M. Jaques, mature buyer of advertising often| Sunday condition perhaps may | meter. 
ey Wrentham, Mass. | can be sold where the more ex-| have been the result of following G. E. HATHAWAY, H ’ What We Read ! 
e e e perienced buyer politely and geni-|a “trend,” without regard as to Colorado Springs, Colo. ere s ' 


} 


will read his copy aloud to a pros- 
pect and be awakened startlingly. 


Calls It a ‘New Low’ 

To the Editor: When I saw the 
reproduction of the forthcoming 
Union Pacific ad on Page 114 of 
your Aug. 28 issue, I was sure 
that it was a hyperbolic joke. But 
m reading the caption I learned 
hat this ad actually was to be run. 

This seems to be a new low in 
ailroad vs. truck advertising, 
vhich has seen some pretty low 
pws. It knocks legitimate compe- 
ition, which is never good. It 
lits well below the belt by im- 
jlying that because the railroads 
lelped to develop the West 50 
rears ago, trucks are not good 
transportation now. By this same 
reasoning, the real credit goes to 
the Congress of those days be- 
use the railroads certainly never 
would have done what they did 
vithout extensive government 
support in land grants and other 
jorms of assistance. 

But worst of all, from a purely 
professional point of view, the ad 
neither says nor implies that the 
Union Pacific offers the buyer of 
transportation anything desirable, 
much less a service that is super- 
ior to any other type of service. 
And, of course, it is a truck that 
carries the goods from the often 
remote railroad depot to their 
actual destination. 

So far railroad advertising and 
railroad performance have made 
me awfully glad that we have 
such well developed airline and 
trucking industries. 

RoBerRT L. CHOPE, 
Compton Advertising Inc., 
Milwaukee. 


‘No Valid Quarrel,’ Reader 
Says of Media Controversy 

To the Editor: Your editorials in 
the Aug. 14 ADVERTISING AGE seem 
to be most commendable, both for 
an understanding analysis of un 
derlying fundamentals and for the 
sensible conclusions drawn. The 
plural of “editorials” is used by 
this writer because, whether by 
design or coincidence, the second 


alert and generally resourceful 
people in the sales field. The im- 


ally would toss off the sales talk 
with, “Well, thanks for the infor- 
mation. We’ll be considering that 
in our plans.” 

That brings your second editori- 
al into the picture, and suggests a 
place for people who can sift the 
available information and then 
bring further into play the experi- 
ence in planning copy that is cal- 
culated to do the best job in each 
instance. That experience might 
serve as a governor to steady the 
more youthfully exuberant en- 


doing” may have been used. In 
some respects that dominating 


how such trend might fit into the 
merchandising program of 4 store. 
One very successful merchant, at 
least, ended space solicitations at 
once when such an angle was in- 
troduced, although the medium 
salesman never realized why the 
interview was ended so abruptly. 
The Sunday situation also might 
cause speculation as to what 
thoughtful planning and carefully 
prepared good copy might do to 
change that me-too trend. That 
would not seem to be a job for 


advertising has not achieved or 


discovered any comparable baro- 


* * * 
AANR Story ‘Well Done’ 

To the Editor: We have just fin- 
ished reading with great interest 
the most excellent Newspaper 
Progress section of your issue of 
Aug. 28. We want to add our con- 
gratulations to those we know you 
will receive from many other 
sources on the complete coverage 
of the newspaper story, and on the 
caliber of the material you pub- 
lished. 

Quite naturally, we were im- 


tives, New York. 


If you want full information about 
our coverage drop us a line asking for 
our Boeklet Ne. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Beoklet Ne. 50 ‘“Maga- 
zine Clippings Aid Business” tells 
how the service is used by business 
organizations and their agencies. 


BACON’S CLIPPING BUREAU 


Business Papers @ Farm Publications 


onsumer Magazines 
343 So. Dearborn St,, Chicago 4 


now it can be seen 
IN NEWSPAPERS... 


REILLY PLASTICTYPES 


fine leather, 
expert stitching, 


creative 
a 


styling 


OU CAN PUT all the skill of the world’s 

foremost shoe designers and craftsmen 
into the making of a fine pair of shoes and 
still not sell many...unless you show your 
product to its best advantage. 


and feel of good quality. They have to, for 
they are made to come amazingly close to 
perfect reproduction. 

Reilly Plastictypes cost a few cents more 
than mats but they do what they’re supposed 
to do... they actually flatter your product. 


seems to tie in well with the first. 
Information such as that devel- 
oped in the magazine-newspaper 
controversy almost always is very 
interesting but not particularly im- 
pressive to some who handle ad- 
vertising and buy the space for 
advertisers who pay the bills... 
It doesn’t seem plausible that 
sither magazines or newspapers 
sould be ignored continually by 
any national distributor if he is 
vigilant in appraising the distinc- 
F tive type of circulation and copy 
possibilities each covers. Hence, 
there should be no valid quarrel 
about “superiority.” Rather, there 
should be quite general agreement 
as to the vital functions of each. 
Your statement as to the near 
mpossibility of determining what 
s and what is not “national” ad- 
, vertising, and citing the difficulty 
f determining adequately the sta- 
us of mailing pieces and other 
narginal forms of advertising, 
night well be extended as a cause 
‘or further confusion. 


Reilly Plastictypes do the trick where or- 
dinary mats fail...they give you superb news- 
paper reproduction, even where mechanical 
equipment is not ultra-modern. 


For better reproduction of your own prod- 
uct, call Reilly, or send coupon today. Our 
Reilly expert will analyze your problem from 
the reproduction standpoint and come up with 
the right answer as Reilly has done for dozens 
of others of the finest products made today. 


If you are a leader in your field, if your 
product is outstanding, you need the skill of 
Reilly. These Plastictypes pick up the gleam 


REILLY PLASTICTYPES 
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| ‘Reilly Electrotype | ee. 


Creators of Better Plates 
for Better Printing 


Reilly Electrotype Co., 305 E. 45th St., New York 17, N. Y. 


Show me why your Plastictypes will give me 


better reproductions in newspapers. AA-9 


ee 


Very many advertisers—notably mame 
m cosmetion, food, household ap- $05 EAST 45th STREET, NEW YORK 17, N. Y. comrany 
pliances and similar fields—go to ; 
considerable lengths to supply ADDRESS 
copy, illustrations, etc., for use by Pe peat sie 


dealers in their over-all retail 
plans. A large percentage of these 
participate in the cost of such re- | 
tail advertising aids, paying all the 
way from 25% to 75% or more of | 
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Mid-Continent Names Condon | been named supervisor of adver- 

Paul E. Condon, formerly assist- | tising of Mid-Continent Airlines 
tant divisional promotion manager | Inc., Kansas City, Mo. He succeeds 
of Western Auto Supply Co., has| Len Juengling, who has resigned. 


NEED BINDERS? 


SPECIFICATIONS 


DO THIS! 
Write us today for samples and 


quotations. If possible, let us know BOOKS 
the number of sheets to be inserted, 
sheet size, your preference of style 
and color, and approximate quan- 
tity. Should your plans call for IN- ae 
DEX DIVIDERS, let us know that too, 
so we can offer you a complete 
package. 
BEAVERITE SPECIALIZES an 
IN LONG LASTING, pong 


INEXPENSIVE BINDERS— 
AND SELLS “DIRECT.” 


Samples and quotations promptly given. 


BEAVERITE PRODUCTS, INC. 


_ - 35 DE WITT STREET, BEAVER FALLS, NEW YORK — “ 


' Catalog Covers, Ring Binders—Mylto and Swing-O-Ring, Proposal Covers of Durable a 


TEX, BEAVERHIDE, ond Poper Cover Stocks; Looseleaf and Mechanical Bindings. — 


inci eeaieemaieeiitnmemmantinad. | 


Since 1940... 
The Buffalo Market has grown 
11-12% 
in population 


The Buffalo 
Evening News 

has gained over 
35% in circulation 


@ Sell the News readers 
@ and you sell the | 
@ WHOLE BUFFALO MARKET 


OVER 1,440,000 PEOPLE 


BUFFALO EVENING NEWS: 


Chicopee Completes 
Repackaging of Its 
Napkins and Towels 


New York, Sept. 7—One of the 
most extensive repackaging pro- 
grams in the napkin and towel 
field, planned to dovetail with the 
first national advertising of Mass- 
linn non-woven rayon and cotton 
products, has just been completed 
by Chicopee Mills, a subsidiary 
of Johnson & Johnson. 

The new packaging was planned 
and designed for self-selling by 
Koodin-Lapow Associates, New 
York industrial designer, and the 
advertising by Geyer, Newell & 
Ganger. 

Advertising started in April 
with a two-color spread in Gift 
& Art Buyer announcing “new 
glamor packaging, new style co- 
ordination and new national ad- 
vertising.” The ad carried a cou- 
pon for dealers’ use in ordering 
free samples, ad mats and counter 
cards. 


s This immediately drew about 
100 dealer inquiries, all of them 
new accounts, as well as a large 
but untabulated number of in- 
quiries from regular dealer ac- 
counts. 

A four-color page appeared in 
the May issue of House Beautiful 
and “demand noticeably increas- 
ed,” Winston L. May, vice-presi- 
dent of Chicopee Mills, told AA. 
The advertising program for the 
remainder of the year calls for 
b&w half pages in alternate 
months through December in 
House Beautiful and House & Gar- 
den. 

This is the first national adver- 
tising that the company has done 
and admittedly, the schedule is 
conservative and somewhat in the 
nature of a trial balloon, Mr. May 
said. He declined to forecast what 
will be done next year. 

At present the company is work- 
ing on a 24-hour production sched- 
ule to catch up with orders for its 
repackaged Masslinn non-woven 
rayon and cotton products. 


ws The new Masslinn package, ac- 
cording to Ben Koodin, industrial 
designer, was created to have a 
strong “pick-me-up” appeal so as 
to get the package into the cus- 
tomer’s hands and give her the 


Advertising Age, September 11, 1966 


OLD AND NEW—The new Masslinn package in foreground contrasted with the old 
packaging. Cellophane is used as the packaging form but by means of design 
a rich carton-like effect is achieved. 
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ing and cross reference copy on 
the face and back of the package 
were carefully planned not only to 
give the customer information but 
also to help sales and stock clerks. 

“The new package,” Mr. Koodin 
says, “shows that it is possible to 
achieve gift and quality appeal 
within the narrow confines of 
low-cost cellophane wrapping and 
automatic production. Cellophane 
is used as the packaging form, but 
by design a rich carton-like ef- 
fect was achieved.” 


@ The packages are printed in 
three colors, gold, black and white, 
to suggest richness and also to act 
as a foil to highlight the numerous 
and varied color combinations on 
the patterns of the products. The 
most striking design and atten- 
tion-getting element of the pack- 
age is the black bull’s-eye contain- 
ing the supplementary ‘“M” trade- 
mark and Masslinn logotype. 

Sales and stock clerks find the 
Masslinn simple _ style-number 
identification, created by the de- 
signer, very helpful, AA was told. 
This identification is shown 
through a clear cellophane win- 
dow along the side of each pack- 
age. 


Moss Promotes Arnold Leeds 


Moss Associates, New York, has 
named Arnold O. Leeds, previously 


Broadcast Ad Bureau rf 1 — 


Releases News Booklet sactices. 


Copies of Broadcast Advertis-]9. Toc 
ing Bureau’s latest sales presentas|hers, tl 
tion, “Radio—America’s Star Rethnich wi 
porter and Supersalesman,” havé¢ ms 
been forwarded to more than 304..." , 
member stations. In 54 illustrated] 10. Pk 
pages, the book details radio’sf# divine 
news history with result stories} high 
from station ‘files. mmic, so 

Subscribing stations may secure]yith othe 
copies of the presentation by writ- 
ing the bureau’s New York officejg The sa 


Price is $7.50 per copy. Also resberiod of 
leased recently is BAB’s second}y.inéss 
booklet in the retail advertising{, - t 
series—a collection of case his f'® ©Y°" 
tories on retailers’ use of radio, pf the na 
plete war 
Will Televise OhioGames —porlation 
Chevrolet Dealers Assn., Colum: hee 
bus, O., will sponsor the half-hour bili t 
film version of the 10-game Ohio #?00142at 
State football schedule on WBNS-f* librari 
TV, Columbus. In accordance with#manuals. 
Big 10 rules covering TV football] Sales e 
the film will be shown the Sunday uidance 
after the game. Kight Advertising, Writing « 
Columbus, the dealers association's foryice ay 
agency, will produce the film ver [igor a ; 
sion. The agency also will handle Sal 
the CBS “Game of the Week” ser- | °%€5 ! 
ies to be sponsored by the Chevvy busine 
dealers. alesmen 
e servic 
Agency Changes Name wee 
Garfield & Guild, San Francisco | Direct 
agency, has changed its name to t” of 1: 
Sidney Garfield & Associates, As- flubs to 
sociates include Bill Morrison, fwar of i 


EDWARD H. BUTLER KELLY-SMITH CO. 
Editor and Publisher National Representatives 


WESTERN NEW YORK’'S GREAT NEWSPAPER 


product story fast. assistant television director, as| Jerry Schuepbach and Hal Walker. | 1. Wh: 
Descriptive and suggestive sell-| television director of the agency.| Offices remain at 45 2nd St. e comn 
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The GoldE Rotochrome creates in- pority h 
terest, attracts attention, gives every ad with 
display colorful life. Remember, st an ex 
moving color moves merchandise! | 
14. Sel 
6 continuous color changes--totally hnity fo 
enclosed — absolutely safe — com- pvelopn 
pletely automatic —- compact and irs to | 
dy — 500 watt brilliance — gstem. 
sturdy base—adjustable beam size. tbsely r 
500 watt—500 hour long life lamps ®portun 
available. Pipe clamps, wall and acompal 
ceiling hanging brackets also sup- 5. Sell 
plied at nominal cost. , Bsic st 
= Ideal for store windows, pistem i 
displays, exhibits, shops, qooice. I 
hotel lobbies, theatres, etc. Js throw 
‘Jiques. 
lf Rotochrome 6. Co 
0 , voided; 
SPOTLIGHT bon res 
Write for free bulletin, No. 471 a. Tie 
ice we 
Pelled o 
he indiv 
. ‘ ; ren ani 
GoldE Manufacturing Co., Dept. A 509, 1220 W. Madison St., Chicago 7, Ill. ne obje 
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ell American 
Ideas, Sales 
ecutives Told 


(Continued from Page 1) 


on. 
10. Right to services of govern- 
nent as a protector and referee. 


“Duties” are: 

1. To know and obey the law. 
2. To convert or expose sub- 
sion. 

3. To be informed on the issues 
the day and consistently exer- 
e the franchise to vote. 

4. To resist unwarranted polit- 

al encroachments on freedom. 

5. To work or fight in time of 

ar. 

6. To serve, to sell, to spend, to 

sve, to share. 

7. To avoid greed, gouging, and 
jeploitation of others. 
8. To curb waste and wasteful 
pactices. 

ertis-| 9. To cooperate voluntarily with 

enta:ihers, thus avoiding more laws 

r Retimich will further restrict free- 

dims. 

rated 10. To activate faith and trust 

adio’sfil divine providence by maintain- 

tories high moral principles in eco- 
wmic, social and political relations 
ecuréjgith others. 

writ- 

fficejg The sales executive’s role in a 

O T€-triod of mobilization dominated 

om inéss before the directors. In 

DEthe event of a war economy—15% 
lio, pf the nation’s resources, or “com- 
plete war economy,” 30%—the as- 
ociation contemplates at least nine 
war programs, among them con- 
ervation, bond sales, manpower 
mobilization and the establishment 
of libraries of technical books and 


slum. 
-hout 
Ohio 
BNS- 


with Manuals. 
tball,| Sales equipment fairs, vocational 
inday kuidance programs, business letter 


ising, ly 
tion’s 

ver- 
andle 
' ser- 
evvy 


iting clinics and distinguished 
ervice awards are to be suspended 
der a war economy. 

Sales rallies, education courses 
business colleges and studies of 
alesmen’s effectiveness are among 
e services to go on the shelf dur- 
ng complete war economy. 
Directors studied a “freedom 
it” of 12 programs for local sales 


 As- flubs to use in supporting the 
ison, [war of ideas.’ Topics covered are: 
iker.| 1. What are we fighting for: 


e common danger we are facing, 
lhe objectives on the home front, 
d the need to explain to every- 
ne the difference between what 
ve are fighting for and against. 
2. Every man a business man: 
oints out the importance of the 
business function, by the use of the 
echanical equipment and labor- 
aving devices to expand human 
ergies and the rewards for work. 
very man is a business man, 
hether he works or manages. 

3. Principles and character of 
‘en of management: Men in au- 
lority have the obligation to lead 
ad with that a responsibility to 
tt an example. 


14. Sell profit idea: The oppor- 
unity for self expression and self 
velopment are contributing fac- 
ltrs to the success of the profit 
"stem. Profit and wages are 
tbsely related, one being a man’s 
portunity and reward, the other 
acompany’s return. 

5. Selling products and services: 

Bsic strength of our economic 
"8stem is the public’s freedom of 
Goice. Luxuries become necessi- 
tts through mass distribution tech- 
‘Hques. 

6. Conservation: Waste must be 
voided; manpower and distribu- 
ion resources fully utilized. 

7. The truth about taxes: The 
ice we pay for freedom must be 
pelled out as it relates not only to 
he individual but also to his chil- 
ren and children’s children. No 
he objects to taxes, but they do 


dvertising Age, September 11, 1950 


Monday is McGuire's day... 


‘That holiday next Monday wasn’t always 
‘on the calendar. Peter J. McGuire put it there. 

Porter McGuire was a carpenter in New 
York City, and an officer of the Knights of 
Labor. In May +882, he proposed that a day 
be set aside to honor the working man. 

And on the first Monday in Scprember 1882, 
New York City had its first Labor Day parade. 

‘The parade was held again in 1884, in 
New York and a number of citics. During the 
next ten years, morc than twenty states made 
the first Monday in September a legal hohday. 
In 1894, Congress made it national . . . “to be 
celebrated and known as Labor's Holiday.” country of Europe—put 

Tx many countries May first 1s called 
Labor Day. The workers take the day off 
without pay, to march in protest against their 
conditions. Respectable people put up the 
shutters, and keep their kids indoors. And the 
mounted police crack down on anybody who 
protests too much. 


On May first in Moscow, the workers death. They lived hard, 


over here. Kings and emperors could hand out 
large hunks of this continent to thei friends. 
Soldiers could kill off the Indians. But it took 
workers to make the country fit to live in. 
Trees had to be felled, lumber sawed, 
toads run through, walls raised, canals dug. 
dams bult—by hand. The nvermen who poled 
the barges, the drivers on the wagon trains, 
the roughnecks who laid the rails, the muncrs 
of coal and ore, the furnace tenders and iron 
puddlers, the New England craftsmen who 
made the guns, nails, tools, locomouves and 
machinery, the skilled artisans from every 


back-breaking work, at low pay, without 
. without compensation for injury or 
died carly, but they 


with yotr hands was always respectable, and 
the worker could get the breaks. 

‘This is the only country where so many 
working men’s kids have been able to get an 
education, become teachers, lawyers, doctors, 
engineers, where a man can parlay a peddler's 
pack wo a department storc, an idea into an 
industry, where most of the bosses started at 
the bottom . .. and most of the big money is 
less than three generations old. 

This is the only country where the bosses, 
the big money, and the brains work together 
with the workers 

Factory pay scales this ycar are the highest 
in history—not because we worked harder. 
But because somebody put up $15,000 per job 
in plant, efficient and labor saving 
machinery —to make possible the high output! 


Woaninc together the way we do-in this 
country has increased the rare of industrial 
production over 2% per year, according to the 
economists. And as long as productivity keeps 


in twelve-hour days of 


march to oclebrate the Revolution, and to got things done. increasing, everybody can earn increases! 

thank Papa Joc for being so nice to them. Working together the way we do has put 
In this country the purpose of Labor Day, “Two hundred ycars of the hardest kind of a lot of pie in everybody's lunch box. 

is to honor the workers. ¢ work made this country. We hope you'll enjoy your pic on Monday, 
Honoring people who work comes natural ‘This is the only country where working and every Labor Day to come! 


a PITNEY-BOWES, ie. * Labor Day, 1950 


FOR LABOR DAY—Stamford and Greenwich area newspapers carried this five- 
column public relations ad of Pitney-Bowes Inc., just before Labor Day. Leo Mc- 
Givena wrote the copy. 


object if the money isn’t spent 
wisely. 

8. The voice of the people—the 
vote: The continuation of our type 
of freedom depends on the public’s 
continued interest in governing 
ourselves. The use of salesmen to 
get out the vote, to have people 
register, is an important aspect of 
business statesmanship. 

9. Voluntary cooperation — vs. 
mandatory: Points out inter-de- 
pendence of all business. 

10. Bill of duties: Urges salesmen 
and companies to distribute NSE’s 
ten-point list to customers and 
public. 

11. Salesmanship: The need to 
demonstrate that salesmanship is 
the difference between our system 
and socialism. Advantages of a 
“selling” economy over a “telling” 
economy. 

12. A winning formula: The 
war will be won by demonstrating 
and convincing all human beings 
they should insist on and fight for 
their natural freedoms. 

“Freedom kits’ would contain 
booklets, press materials and other 


background material for NSE 
clubs. 
Wrong R. O. P. Size Listed 


In the list of newspapers accept- 
ing r.o.p.color advertising, pub- 
lished in the Aug. 28 issue of AA, 
the Worcester Telegram-Guazette 
was reported as accepting no color 
ads under one-half page in size. 
This was in error. The minimum 
color ad accepted is 800 lines, at a 
premium rate of $175. 


Kahn Gets Wise Shoe Stores 

Wise Shoe Stores, New York, has 
named George N. Kahn Co., New 
York, to handle its advertising. The 
account was formerly with E. T. 
Howard Co., New York. Plans call 
for newspaper ads in Atlanta, Bal- 
timore, Detroit, Newark and New 
York. Radio and television are un- 
der consideration. 


Power Products to Morrison 


Morrison Advertising Inc., Mil- 
waukee, has been appointed to 
handle advertising for Power Prod- 
ucts Corp., Grafton, Wis., manu- 
facturer of gasoline engines. Bus- 
iness papers will be used. 


Disney's ‘Alice’ 
to Get Studio's 


Biggest Promotion 


BURBANK, CAL., Sept. 7—Adver- 
tising, promotion and other plans 
for launching Walt Disney’s all- 
cartoon “Alice in Wonderland” in 
August, 1951, will be made at a 
series of meetings to be held at 
the Burbank studio from Sept. 11 
to 16. 

Attending the sessions will be 
some of the nation’s leading man- 
ufacturers, who will tie their mer- 
chandise into the “Alice” promo- 
tion. Also on hand will be top 
members of the Disney supervi- 
sory sales force and character mer- 
chandising division in New York. 

Roy O. Disney, president of Walt 
Disney Productions, said plans 
would be made “to develop a cam- 
paign which will outstrip even the 
tremendous promotion supporting 
the releases of ‘Cinderella’ and 
‘Treasure Island.’ ” About $350,- 
000 was spent advertising “Cinder- 
ella.” Agency for Disney Produc- 
tions is C. J. LaRoche & Co., New 
York. 

Manufacturers to be represented 
at the meetings include RCA Vic- 
tor, Trimfoot Shoe Co., Western 
Printing & Lithographing Co., 
Continental Hosiery Corp., Simon 
& Schuster and Dell Publishing. 


Two Newspapers Add 
Grocery Inventory Service 

Expansion of grocery inventory 
research was announced by the 
Bureau of Advertising, American 
Newspaper Publishers Assn., 
which last week listed two new 
markets: Fort Wayne, Ind., and 
Spokane, Wash. The announcement 
said the Fort Wayne Journal-Ga- 
zette and News Sentinel and the 
Spokane Chronicle and Spokes- 
man-Review “are well along with 
preparatory field work” and the 
first reports will be ready in about 
four months. Twelve markets are 
now covered by inventory projects. 
The others are Boston, Cincinnati, 
Indianapolis, Los Angeles, New 
York, St. Louis, San Francisco, 
Toledo, Washington and Winston- 
Salem. 


Showdown Due 
on Blacklisting 
of AM-TV Talent 


New York, Sept. 8—The long- 
smoldering issue of “blacklisted” 
radio and television personnel, 
which flared into the open several 
days ago when General Foods 
Corp. dismissed actress Jean Muir 
as a “controversial personality,” 
seems to be in line for a general 
airing (AA, Sept. 4). 

Immediately following Miss 
Muir’s replacement in the cast of 
“Henry Aldrich” on NBC-TV be- 
cause of charges of pro-Commun- 
ist leanings, American Civil Lib- 
berties Union began a thorough 
study of the whole situation. This 
investigation will seek to deter- 
mine if private pressure groups 
are jeopardizing the livelihood of 
radio-TV talent. The cases which 
have made front page news have 
involved people accused of leftist 
sentiments, but some entertainers 
also have complained of discrim- 
ination because of their anti-Com- 
munist beliefs. 


s Meanwhile, the talent unions are 
considering ways of meeting the 
blacklist problem. This question 
has been one of major concern in 
radio circles for several months, 
but the Muir case is one of the 
first concrete pieces of evidence 
to show that such a blacklist does 
exist. Several of the 20 or so per- 
sons who objected to Miss Muir as 
“Mother Aldrich” cited “Red 
Channels,” a book published by 
“Counterattack,” anti-Communist 
weekly newsletter, as the source of 
their information concerning her 
red affiliations. Miss Muir cate- 
gorically denied all the charges. 

The eastern region council of 
the Radio-Television Writers 
Guild passed a resolution pledg- 
ing its support to the Civil Liber- 
ties Union “in any investigation 
contemplated or in progress by the 
ACLU on the effect of the current 
blacklisting of radio and television 
artists upon the professional wel- 
fare of writers.” 


ew It expressed “shock” and “hor- 
ror” over the “summary contract 
cancellation” of Jean Muir from 
the “Henry Aldrich” cast. The 
guild offered to join American 
Federation of Radio Artists and 
(or) other organizations “seeking 
to put an end to the blacklist prac- 
tice.” 

The radio-television subcommit- 
tee of the Joint Committee Against 
Communism in New York—whose 
self-appointed task is an investiga- 
tion of Communists in the broad- 
casting industry—this week held 
its first meeting since the ousting 
of Miss Muir, in which one of its 
members had a part. 


ws Following that session the com- 
mittee had this to say: “Increased 
awareness of the subversive influ- 
ence in the radio and television 
field is indeed gratifying. There is 
now reason to believe that the in- 
dustry will re-examine the extent 
of this influence and take fair 
and vigorous action. 

“If the committee deems it nec- 
essary in the public interest, it 
will spotlight specific instances of 
subversive affiliation and activi- 
ties. 

“The committee will inquire in- 
to repeated complaints of capable 
artists, writers and technicians 
who have been denied employ- 
ment because of their anti-Com- 
munism. Those cases that in the 
opinion of the committee warrant 
it will be brought to the attention 
of the American people. 

“Plans are being drawn to give 
adequate public recognition for 
outstanding radio and TV accomp- 
lishments in the present national 
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emergency.” 

Stephen C. Chess, chairman of 
the group, is county commander of 
the Queens County Catholic War 
Veterans. 

Other developments in the ideo- 
logical battle: Mrs. Hester McCul- 
lough, defendant in a recent dam- 
age suit filed by entertainers Paul 
Draper and Larry Adler, who had 
been appointed an associate mem- 
ber of the “clean-up” committee, 
disassociated herself with the 
group and told the New York 
Times she had no desire “to sit in 
judgment” on broadcast talent. 

Through all the furor, General 
Foods is standing pat on its orig- 
inal statement, made when Miss 
Muir was replaced and her 18- 
week contract paid in full. 


WEIR VS. SOKOLSKY 
GOES INTO ROUND TWO 


New York, Sept. 8—Character- 
izing Walter Weir’s letter (AA 
editorial, Sept. 4) as written 
“more in anger than thought,” 
George E. Sokolsky, Hearst col- 
umnist, replied in a letter dated 
Aug. 29 but just released today, 
that he had had considerable cor- 
respondence with friends in the 
advertising business pointing to 
“Marxist propaganda, even in 
purely dramatic performances on 
the radio.” He told the agency man 
that a compilation of Marxist 
writers and directors and actors 
in radio was available, and part of 
it was published. 

Weir replied in a letter on Sept. 
5, saying Sokolsky’s letter justt- 
fied his criticism of the Radio 
Writer’s Guild, but did not ex- 
plain his inclusion of advertising 
agency writers. 

The agency president then ex- 
plained the difference between 
script writers and commercial 
copywriters, adding that if Sokol- 
sky were confused “you have 
wrongly accused advertising agen- 
cies of hiring, for employment 
within their own organizations, 
men and women of leftist tend- 
encies...If you are still convinced 
the agency business itself is in- 
filtrated with left-wing writers, 
I, myself, should like to be set 
straight—but with facts, not im- 
plications.” 


= In the meantime, AA—which 
has tried repeatedly to reach So- 
kolsky since Weir wrote him 
first a couple of weeks ago—suc- 
ceeded in talking to the columnist. 
He flatly declined to tell an AA re- 
porter how many advertising agen- 
cies—or which ones—he referred 
to as deliberately hiring left-wing 
writers. 

Sokolsky told AA he had nothing 
against radio writers, advertising 
agencies or radio stations, but “I 
am fighting Communism and will 
c tinue to do so,” despite the 
fact that “certain people get hurt.” 

He reiterated that he had spent 
15 years in covering this kind of 
situation, that he knew left-wing 
writers were in radio “on the basis 
of my own research,” that he had 
checked program after program, 
and that he has been “an uncom- 
promising Red-baiter since 1918.” 

He drew a parallel between ra- 
dio and motion pictures, pointing 
out that the movies had long justi- 
fied pink-tinged writers on the 
ground that they wrote well—a 
fact Sokolsky concedes. 


a “One sponsor,” 
“spends tremendous sums _ of 
money in private life fighting 
Communism. His advertising agen- 
cy is headed by a man I respect. 
Yet their radio show was straight 
Commie propaganda.” After it was 
called to their attention, he said, 
they hired someone else to edit the 
script. Here again he declined to 
identify company or agency for 
AA. 

Mr. Sokolsky’s recipe for adver- 
tising is pat: “Get rid of every 
Communist in the employ of ad- 
vertisers or agencies.” 


he told AA, 
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Adclub Offers Course 


The Advertising Club of St. 
Louis will present its Institute on 
Advertising for the fifth consecu- 
tive year at St. Louis University 
with a faculty of more than 40 
executives in advertising and 
allied fields. Leslie Prichard, St. 
Louis Post-Dispatch, is committee 
chairman. The first semester will 
be a basic fundamental course and 
the second semester an advanced 
course. 


O'Mara Transfers Two 

O’Mara & Ormsbee, newspaper 
representative, has transferred 
Charles L. Healy from Detroit to 
the Chicago office. Mr. Healy will 
be succeeded in Detroit by Robert 
A. Jobson, formerly with the com- 
pany’s New York office. 


JAMES D. WOOLF 


a 
ADVERTISING CONSULTANT 
IN THE ST. LOUIS AREA FOR 


“The 
RIDGWAY CO. 


Resultful Advertising 
1901 LOCUST ST. + ST. LOUIS 


James D. Woolf Talks... 


Salesense in Advertising 


Registered 


successes. 


Before sun-up this morning, my 
wife and numerous progeny still 
a-bed, I glared at my typewriter 
with a very considerable distaste. 
A Royal Portable, it’s a pretty 
sharp instrument, but what keys 
to strike to say what words was 
what my trouble was. You see it 
was time for another “Salesense”— 
No. 41 in the series—and here I 
was caught without a “message.” 

So I went to the kitchen and 
whipped up some flapjacks for 
myself, cut the grass, and trimmed 
the rose bushes. Then the mailman 
came. He handed me five letters, 
and No. 41 was practically written. 
A whole day’s work in one day’s 
mail! 


James D. Woolf, famed copywriter and 
former vice-president of J. Walter 
Thompson Company, 
monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


is writing this 


The First Letter 

The first letter was written by a 
physician in Indiana, as follows: 

“I once heard of a maiden lady 
who gave birth to a bouncing baby 
boy. ‘Such a thing,’ her minister 
told her, ‘should never happen to 
an old maid.’ 

“Reverend Brown,’ she replied 
with asperity, ‘I know I am an old 
maid, but I am not a fussy old 
maid.’ 

“I feel that way about some ad- 
vertisers. They are Christian gen- 
tlemen, to be sure, but they are 
not fussy Christian gentlemen.” 

Could be that the good doctor 
has something. In fact, I’m sure of 
it. 


THINK OF 


aL.. WHEN YOU THINK OF | 


FLORIOA-1HINK OF. FLORIDA'S. 
THREE BIG MORNING DAILIES! 


the Sunshine State to retire... to 


by Florida’s sensible tax laws that are 
kind to fixed incomes; to enjoy its mild 
climate that invites healthful outdoor 


living all year ’round, When you 
think of retirement, think first of 


And when you think of sales in Florida, 
think first of Florida’s three big morning 
These three morning newspapers 


dailies. 
give you family coverage where it 


— in Florida’s three major markets and their 


Since 1940, a total of 574,155 people have 
moved to Florida from other states. 
includes thousands of families who came to 


This figure 


benefit 


Florida. 


counts 


rich trade areas where 78 percent of 
Florida’s effective buying income is concentrated. 


You reach the bulk of Florida’s buying power 
— and at lowest cost — when you use the Florida 
Times-Union in Jacksonville, the Miami Herald and the Tampa Tribune. 


And remember! Florida’s population represents a true cross section 


of the United States. 


To sell it to America, test it in Florida. 


FLORIDA TIMES-UNION 


Jacksonville . 


MIAMI 


THINK OF RETIREMENT 


National Representatives Reynolds-Fitzgerald, Inc., 


National Representatives - Sawyer-Ferguson-Walher Ce. 


HERALD 


National Representatives Story, Brooks & Finley, Inc., A. S. Grant, Atlante 
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The Second Letter 


The second letter was written by 
a consulting engineer in Atlanta, 
as follows: 

“I hope that some day you will 
blast hell out of these damn sing- 
ing commercials that clutter up 
the air from early morning until 
late at night. It is surprising to 
what extent our ‘best minds’ in 
the advertising field will go to 
talk down to their readers, appar- 
ently thinking that most of us are 
morons.” 

This man, I am told, is an expert 
in matters concerning air condi- 
tioning and quick freezing. He is 
not an advertiser, but his eyes are 
on us. The Committee on Con- 
sumer Relations in Advertising 
Inc., sponsored by advertising 
agencies, publishers and radio 
networks, some .time ago inter- 
viewed 2,000 consumers on what 
they thought of advertising. Eigh- 
ty-eight per cent took a dim view. 
Wonder if my consulting engineer 
was one of the dim-viewers? 


The Third Letter 

The third letter was from C. H. 
Andrews Jr., president of the Sur- 
plus Materials Corp., Fort Wayne. 
About a year ago, “Salesense” 
suggested that advertisers casting 
about for an effective copy theme 
might try this one: “Guaranteed 
Customer Satisfaction.” 

Says Mr. Andrews: “I have been 
using it about a year—and it 
works.” Mr. Andrews is the 14th 
advertiser who has been kind 
enough to send me these glad tid- 
ings. 


The Fourth Letter 

The fourth letter came from 
Whitt N. Schultz, a young GI who 
owns and operates a tidy little 
business in Highland Park, Ill. It 
gave me some information I had 
asked him for. 

The company, Northmore’s 
Home Products, sells things by 
mail—kitchen gadgets, tools for 
around the house, things for 
around the garden, and other use- 
ful and fetching items too numer- 
ous to mention. Northmore’s also 
sells its merchandise to stores, its 
customers including such fine out- 
lets as Marshall Field’s, Wana- 
maker’s, Macy’s and Abraham & 
Straus. 

Right now the young fellow is 
enjoying a $100,000 volume—and 
his business is still in diapers. He 
started from zero less than three 
years ago on a capital of less than 
$1,200. 

I had asked him in my letter 
how he did it. I have asked hun- 
dreds of successful business men 
that same question at one time or 
another. Whitt gave me a new an- 
swer, one that most of us believe 
but seldom give voice to. 

“The Golden Rule,” said Whitt. 

“Deep down inside of me,” Whitt 
continued, “I guess I’ve always 
wanted to be a minister. Yet I’ve 
felt I could do better outside the 
ministry, conducting a business in 
a Christian manner. I believe de- 


voutly in giving the customer hj 
full money’s worth in goods and 
service.” 

Whitt Schultz writes his own 
advertising copy. He writes it 
without bombast, exaggeration, or 
hot air. His words are never sly 
evasive, unfair, or cleverly m 
leading. He uses no superlatives 
no double talk, makes no refer. 
ence to competitive merchandise. 

Whitt, in brief, minds his own 
business, sticks to his knitting, ang 
writes his advertising in a Chris. 
tian manner. 


The Fitth Letter 

The fifth letter is from a college} 
professor. He teaches in the schoo] 
of business in an eastern universi- 
ty. 

“It is my opinion,” he writes 
“that what is needed in advertis. 
ing is more how and why. It seeng 
to me that much of today’s adven 
tising puts a terrific strain on one} 
credulity. A great deal of it is harj 
to believe, because it gives th 
reader so little how and why. 

“For example,” continues th 
professor, “I should like to knoy 
how an old couple can retire 
luxury in Florida on $200 a month 
I should like to know why Cok 
gate’s is BEST when it is use@]j} 
after eating. Used regular immedé 
ately after eating, ‘no toothpaste. ., 
not a single one... beats Listerirg 
toothpaste. Why and how—if 
Colgate’s is BEST I wish the ad 
vertising would explain to me why 
so many people are ‘Switching t 
Calverts.’ 

“And why, I’ve often wondered 
do ‘Men of Distinction’ prefer ong 
brand of hard liquor to all others? 
Why does PM have that ‘clear 
clean taste’? Since Gillette blade 
are ‘the sharpest ever honed,’ how 
can Pal blades ‘shave better’ anj 
be ‘Your Best Blade Buy’? 

“A couple of further questions 
and I’m through. Does anybody 
really believe that the Aqua Velva 
Club is really a ‘club’ and one of 
the ‘World’s Foremost’? I was once 
exhorted to smoke Old Golds be- 
cause there was ‘Not a Cough ina 
Carload.’ Now they ask me to 
smoke them for a ‘Treat instead 
of a Treatment.’ Very confusing!” 

I expect the professor was one of 
the 88% who took a dim view of 
advertising. 


Philip Morris Expands 

Philip Morris & Co., New York, 
will expand production facilities 
with an $11,000,000 plant expan- 
sion program. The main part of 
the expansion will consist of build- 
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ing a new factory in Louisville. 
Additional improvements will be 
made for warehousing and leaf 
handling facilities in Richmond, 
Va., and Louisville. 


Cocklin Named Ad Director 

United States Combat Forces 
Journal, Washington, has appoint- 
ed Robert F. Cocklin, previously 
an assistant editor and before that 
advertising director of the National 
Guardsman, as advertising direc- 
tor. Mr. Cocklin will continue as 
editorial adviser in addition to hi 
new advertising duties. 
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Sellingtime in Wisconsin 


The poem below, submitted to AA’s poetry corner by sev- 
eral readers, was sent out last month to advertising salesmen 
by Owen E. Lyons, advertising manager, Marathon Corp., 
Menasha, Wis., after Mr. Lyons made an exhaustive survey 
of the relationship of Wisconsin summer weather to visits of 
publication representatives. AA’s regular Corner for its 
verse-atil readers will resume next week. 


Through Wisconsin’s weary winter 
Through the icy zero days 

The ad rep from Chicago 

Settles down and there he stays. 

In steam heat and city comfort 

He makes his urban pitches, 
Wisconsin? He should slide around 
Those snow-packed roads and ditches! 


Now it’s summer in Wisconsin 
Fields are green and lakes are blue 
And a cavalcade is moving north, 
It’s the space reps coming through. 
By “400” and convertible, 

By every train and plane, 
Sun-tanned, smiling and dynamic, 
The reps come in again. 


Golf clubs piled atop the surveys, 
In the trunk, the fishing gear, 
“You'll be amazed, I’m certain 

“By our linage gain this year! 
“Here’s our survey—strictly. Politz, 
“You’ll admit it throws new light... 
“Good to see you, thanks a million” 
Eagle River by tonight! 


How they love Wisconsin travel, 

A call or two is all it takes, 

The expense account will take them 
From Chicago to Three Lakes. 

“This authentic study shows you 
“Our leadership today,” 

The Mrs. waits out in the-car 

And the lake’s one hour away. 


Through Wisconsin’s golden summer 
How the boys come in to call 

“Had to see you. Glad I saw you,” 
(That’ll hold him ’til next fall). 
They take advantage of each day, 
The summer ends so soon, 

The parade begins on Monday, 

Last man leaves on Friday noon. 


But when Wisconsin’s winter 

Lays on its frigid hooks 

Like the robins, all the space reps, 

Are in warmer, snugger nooks. 

Not for them the two-day blizzard, 

Not for them the snow-bound train, 

They'll be back (oh, how we’ll miss them!) 
When the summer comes again! 


Servel Denies 
Gas Refrigerator 
Monopoly Charges 


PHILADELPHIA, Sept. 6—Servel 
Inc., Evansville, Ind., issued a 
blanket denial yesterday to gov- 
ernment charges of monopoly on 
the production and sale of gas 
refrigerators in the U. S. 

Joseph S. Clark Jr., attorney for 
Servel, which is incorporated in 
Delaware, accompanied the de- 
nial filed in U. S. district court 
here with copies of the company’s 
contracts with distributing agents 
and agreements with foreign 
manufacturers. 

A civil suit filed here last June 
12 by George W. Jansen, chief of 
the Middle Atlantic office, anti- 
trust division, Department of Jus- 
tice, charged that Servel was the 
only manufacturer of gas refrig- 
erators in the country, and that 
under cartel agreements it kept 
out of foreign sales fields. In re- 


frained from doing business in this 
country, the suit averred. 

The civil suit argued further 
that Servel required its 790 dis- 
tributors, of which 680 are utility 
companies, to charge prices set by 
the company, thus keeping prices 
at high levels. 

In its reply, Servel denied it is 
violating either the Sherman or 
Clayton Anti-Trust Act and added 
that it “has always endeavored and 
will continue to endeavor to con- 
form with the ever-changing in- 
terpretations of these statutes.” 

No date for trial has been set 
as yet. 


Old Rose Appoints Deuss 


Ed. Deuss has been named sales 
promotion and advertising mana- 
ger of the Old Rose Distributing 
Co., Chicago, Seagram and Frank- 
fort distributor. He formerly had 
served the Old Rose organization 
as an account executive and head 
of the Deuss-Gordon Advertising 
Agency, Chicago. As a result of 
this move, the Deuss-Gordon agen- 
cy will cease operating as of Sept. 


turn, foreign manufacturers re-| 30 


Charous & Niebergall 
Schedules New Publication 

Electric Appliance Service News 
will be launched in October by 
Charous & Niebergall Inc., 176 W. 
Adams St., Chicago. The new pub- 
lication, devoted exclusively for 
electric appliance repair and serv- 
ice dealers in the vacuum cleaner, 
washing machine and small ap- 
pliance field, will be of newspaper 
format, tabloid size. It will be 
issued in four editions—east, cen- 
tral, west and national, which is 
a combination of the other three, 
plus other news. 

The guaranteed circulation will 
be 20,000. The basic page rate will 
be $440 for the national edition; 
$308 for the east edition; $286 for 
the central edition and $264 for 
the west edition. Julius J. Charous 
is editor and publisher. 


DANNER 
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IWPIX Names Sinclair 


TV editor of the now defunct To- 
ay’s Advertising, has joined the 
ublicity staff of WPIX, New 
ork. 


Donald Fleming Joins KGO 


Donald R. Fleming, formerly 
with Thompson & Holmes, San 
Francisco, has joined the sales 
staff of Station KGO, San Fran- 
cisco. 


Charles Sinclair, former radio- 
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Advertising 
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BECAUSE =| {i720 


Few magazines, business papers or other- 
wise, have so unique a position with their 
readers as doés the 43 year old special service 
rendered through Traffic World. 

Traffic World's staff of fifteen full-time 
editors go to any expense and expend every 
possible effort to provide the 40,000 transpor- 
tation men who read Traffic World each week 
with the latest and most complete over-all 
transportation news picture, based on actual you specific market facts on 
developments as well as their observations. specific products. 


’ 
5 


Traffic World is America’s 
only weekly transportation 
newsmagazine (subscriptions 
$20 a year; renewals 89%; 
circulation ABC). Let us give 
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“HOSPITAL MANAGEMENT KEEPS 
OUR STAFF WELL-INFORMED™ 


Says SISTER LORETTO BERNARD, Administrator 


THE ST. VINCENT'S HOSPITAL OF THE CITY OF NEW YORK 


Vincent's hospital has served the peo- 
of New York for more than a cen- 
tury. It is an $8,000,000 i 
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When the administrator of a famous institution 
like St. Vincent’s says, “your excellent magazine 
provides a useful medium for keeping our staff 


on current trends and develop- 


ments,” you know it is reaching that combination 
of readers vitally important to you—the admin- 
istrator and the department heads. 


This kind of coverage, this kind of penetration, 
is essential if a complete and effective selling job 
is to be done in this highly specialized field. Ad- 
ministrators, of necessity, depend upon depart- 
ment heads for buying suggestions—and depart- 
ment heads, in turn, depend on what they read. 


And we know that HOSPITAL MANAGE. 
MENT is their primary reading—for it has been 
proved by survey that more than 88% of hos- 
pital administrators regularly route the maga- 
zine to their department heads for this purpose. 
When you multiply this deep departmental 
readership by HOSPITAL MANAGEMENT’S 
leading ABC hospital coverage—and then di- 
vide the result by our low rate—it is easy to see 
why HOSPITAL MANAGEMENT belongs on 
the top of your schedule, NOW, and for all of 
1951. (In spite of the circulation bonus we are 
now delivering, rates are firm for all next year.) 


Largest net paid ABC hospital circulation. 
Send for new surveys covering architects, 
food and equipment. 

200 E. ILLINOIS ST., CHICA 
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Circus Corp. Sets E 
Four-City Test for 
New Soft Drink Line 


Cuicaco, Sept. 7—Circus Corp. 
here has appointed H. W. Kastor 
& Sons Advertising Co. as agency 
for its Circus Punch brand of soft 
drinks. Preliminary market tests 
have been launched in Indiana- 
polis, Columbus, Grand Rapids 
and Detroit. 

Newspapers and radio re being 
used in the test areas, and a na- 
tional magazine advertising drive 
is scheduled to break in 1951, after 
results of the test campaigns have 
been evaluated. 

Circus Punch is a canned, non- 


CIRCUS 


oe The New Delicious “Anytime” Drink— 
A Family Drink for Every Occasion 


With fvery Can ot No Extre Cost! 


way 


HAS COME 
TO TOWN! 


W's here! W's come te town! Cireus Party Punch 


gees bor rhoes Party Punch in » big 
wey! Yor— here's o dein flava thet 
you'll sey is the mast thrilling yer! 

And there ore other wonderful Circus Punch 
fevers. too! Grepe — Orenge — Cherry — Choc 
olete. You Whe them olf. 


carbonated soft drink that comes ee tan ee 
in four different flavors—Party 
Punch, Grape Punch, Cherry 
Punch and Orange Punch. 

To give its new soft drink line 
additional promotion, Circus Corp. 
plans to give away a free balloon 
with the purchase of each can. 


Coast Bench Units Merge 


Seven Los Angeles bench adver- 
tising companies have merged to 
form United Bench Advertisers 
Inc., with offices at 1744 W. Slau- 
son Ave., Los Angeles 47. New 
officers are Clyde Grant, presi- 
dent; Dewey Robertson, vice-pres- 
ident and treasurer; R. T. Cooke, 
vice-president and secretary; and 
Roger Williams, sales director. 
Companies that merged are Sunset 
Advertising System, Robertson 
Outdoor Advertising Co., Bench 
System, United Bench Co., Rain- 
bow Bench Co., General Bench 
Advertising Co. and Arizona Bench 
Advertising. 


TEST NEW SOFT DRINK—Full-page newspaper copy running in Indianapolis, Co- 

lumbus, Grand Rapids and Detroit for Circus Punch, new non-carbonated soft 

drink line now being tested preliminary to a national magazine drive in 1951. H. W. 
Kastor & Sons Advertising Co., Chicago, is the agency. 


Appoints Burgess Agency 

Will Burgess & ¥~ New York, 
has been retained by Stanley & 
Stanley, leather goods manufac- 
turer with factories in Walshall, 
England, and New York, to handle 
its a ‘vertising. 


Three More Raise 


Publication Rates 


Cuicaco, Sept. 7—Three more 
publications have issued new rate 
cards showing increases. 

Baby Care Manual, a quarterly 
published by Parents’ Magazine 
Maternity Service Inc., New York, 
will boost its b&w page rate from 
$3,420 to $4,100, effective with the 
May, 1951, issue. At the same time 
the circulation guarantee will go 
from 300,000 to 360,000. 

In the business paper field, The 
Apothecary, Boston, will increase 
its one-time page rate from $110 
to $125, effective Oct. 1. New con- 
tracts received before Oct. 1 will 


aL it BS - 


74 Complete Sewice..\ ., 


FOR THE GRAPHIC ARTS BUYER 


— Apha Trctty 
Amazing, New Fuorescent Glowing P 


MAKE YOUR OWN 
| SIGNS THE MOMEN’ 
YOU NEED THEM 


AAC tA! 


.'Y - 
cr DQEAI 
4 
‘ 
an | 
» * } 4 ‘ 
a ; - > 

mt AS tt PL k F 

‘ PL} DHESIL! NI 


626-638 FEDERAL STREET, CHICAGO 5, ILLINOIS 


“SS e TELEPHONE HARRISON os , 
- 0 - 4021 — 4022 
ae ING Pile 
Py. ayNTING PATS 
soe, Fears: wager Oui i! ks , 
sncc Pri — saa ttO Al WA: 


be protected for six months from 
that date. 

Implement Record, San Fran- 
cisco, will boost its page rate from 
$110 to $125, effective Oct. 1. Cur- 
rent contracts are continuing at 
the current rate and advertisers 
are permitted to renew at the cur- 
rent rate before Oct. 1 for sched- 
= running through September, 
1951. 


Wanamaker Testing 
142-Hour TV Show 


PHILADELPHIA, Sept. 6—John 
Wanamaker, department _ store 
here, disclosed that its daily one 
and a half hour daytime televi- 
sion show, scheduled to be viewed 
on WCAU-TV beginning the end 
of September, will be almost en- 
tirely film. 

The initial test of the show will 
run for 10 weeks, from 10:30 a.m. 
to noon Mondays through Fridays. 
This is believed to be the longest 
daytime TV show in this area. 

The new show, which is being 
placed through Lamb & Keen, 
Philadelphia, will be titled “Meet 
Me at The Eagle,” which calls at- 
tention to the famous bronze 
eagle in the store’s courtyard. 

In addition to the films, the 
show will include guest stars, news 
and commercials and previews of 
special store promotions. 

If the first 10 weeks are success- 
ful, John Wanamaker is expected 
to sponsor it throughout the fall 
and winter months. 


Crosley Appoints Partridge 

David E. Partridge has been 
named general sales manager of 
television activities of Crosley 
Broadcasting Corp., Cincinnati, 
effective Oct. 1. At present he is 
director of sales promotion for 
Crosley. Edward G. Feinthel, as- 
sistant director of sales promotion, 
has been appointed to succeed Mr. 
Partridge as director of sales pro- 
motion. 


Tarcher Gets Contest Ads 

War Orphans Scholarships, New 
York, has named J. D. Tarcher & 
Co., New York, to handle adver- 
tising for a $100,000 prize contest 
campaign in national magazines 
and newspapers. 
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Gillette to Spend $1,500,000 in 
1 Week; Network Deal Stays Secret 


(Continued from Page 1) 

“The DuMont Television Net- 
work bid actively for the TV rights 
to the World Series with the un- 
derstanding that its client would 
pay the established network rates 
for telecasting the series along with 
the client’s advertising message.” 


a Mr. Smith said that local stations 
will conduct their own promotion 
in scheduling spot and news an- 
nouncements concerning the series. 
He estimated that this is worth 
$300,000 additional promotion to 
Gillette’s entire expenditure for 
the series. 

Supporting series advertising at 
the consumer level will be an all- 
out Gillette merchandising pro- 
gram designed to sell 23,100,000 
customers. The program, which 
will be carried out by Gillette 
salesmen, has for its theme the 
“big inning.” 

Next week Gillette will start 
building merchandising platforms 
when some 200 installation serv- 
ices go to work on 32,000 window 
displays for drug and _ tobacco 
shops across the country. For store 
interiors salesmen and wholesal- 
ers will have counter cards and 
posters. 

Gillette will conduct individual 
contests to boost sales to whole- 
salers and retailers. Varied in type, 
but all aimed to get more blades 
on ‘retail shelves, the promotions 
will be set up by Gillette salesmen 
and carried through by whole- 
salers. 


a Typical of the kind of contest 
Gillette will run is an “inside spon- 
sor for an outside salesman” con- 
test. This involves a sponsor for 
every salesman of a selling organ- 
ization. The sponsorship method is 
planned to keep the salesman in- 
formed on how high his sales are 
in relation to the rest of the sales 
force, and to give an increased in- 
centive toward winning a prize of- 
fered for the highest sales volume. 

Mr. Estes indicated that Gillette 
has not been pushing combination 
razor-and-blade deals, and said: 

“Business has been too good for 
any real need for combination 
deals, but we have continued to 
offer them and will sell razors 
with blades during the series pro- 
motion.” 

Reviewing preparation for the 
series broadcasts and merchandis- 
ing, Mr. Estes reported that plan- 


ning started in May. In June, Gil- 
lette held a national sales meeting, 


the first in 20 years, during which | 


selling problems and methods were 
thrashed out. The company has di- 
vided its meetings into three re. 
gional groups during past years, 
There will be no print schedules 
running concurrently with the 
World Series promotion. 

Maxon Inc., New York, handles 
advertising for Gillette. 


HOWARD N. SMITH 


Datias, Sept. 6—Howard N. 
Smith, 44, chairman of the board 
of Rogers & Smith agency, and 
head of the Dallas office, died 
here Aug. 30 of cancer. 

He was the son of Walter E. 
Smith, president of the Chicago 
office of Rogers & Smith, Mr. Smith 
first joined the agency in Chicago, 
before moving to Dallas to join 
the Herbert Rogers Co., Dallas 
agency. In 1944 he opened the Dal- 
las office of Rogers & Smith. 

His election as chairman of the 
agency came about a month be- 
fore his death. Previously he had 
held the title of executive vice- 
president, with jurisdiction over 
the Dallas, Chicago and Kansas 
City offices of the agency. 


F. L. GEMMER 


PITTSBURGH, Sept. 6—F. L. Gem- 
mer, 48, a senior account execu- 
tive for Ketchum, MacLeod & 
Grove here, died in Allegheny 
General Hospital on Sept. 2. 

Before joining the agency in 
1946, Mr. Gemmer had been ad- 
vertising manager and sales pro- 
motion director for the Burndy 
Engineering Corp., New York. 
From 1929 until 1944, when he 
joined Burndy, he was associated 
with the Aluminum Co. of Amer- 
ica in the advertising department. 


Dow Opens Milwaukee Oftice 

Louis F, Dow Co., manufacturer 
of advertising specialties, has 
transferred its north central states 
home office division from St. Paul, 
where its plant is located, to 4710 
W. North Ave., Milwaukee. R. W. 
Clarke, vice-president, will head 
the new office. 


Brodnax Mills Names Agency 

Goold & Tierney Inc., New York, 
has been named to handle the ad- 
vertising of Brodnax Mills, Brod- 
nax, Va., manufacturer of Suds ’n 
Sun, spun rayon fabrics. Brodnax 
is a new advertiser. 


Write, phone 

or wire for full details 

U.S. ARMY 

COMBAT FORCES JOURNAL 


1115 Seventeenth St., N. W., Wash. 6, D.C. 
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Lithographers’ 
eet Hears Talk 
on War Problems 


Cuicaco, Sept. 8—If a general 
war develops, the situation in the 
lithographic industry is likely to 
be very similar to the industry’s 
position in World War II, accord- 
ing to Matthew H. O’Brien, gen- 
ral counsel of the Lithographers 
National Assn. 

Speaking at the association con- 
ention here yesterday, Mr. 
O’Brien said that the industry can 
expect a scarcity of labor and thus 
; bargaining climate favorable to 
hbor in its negotiations for wage 
nereases. 

In the event of war, he con- 
inued, the industry will face a 
japer scarcity and printing buy- 
as may find that there is a dearth 
¢ facilities for printing large or- 
(ers. 


1 The 150 lithographers who gath- 
eed for their 45th annual conven- 
ton also heard a report from John 
I. Wolff Jr., chairman of the pro- 
notion committee, which was ap- 
jointed in May, 1949. 

Mr. Wolff outlined the current 

tirect mail promotion, aimed at 
0,000 buyers of printing, and de- 
scribed the various mailing pieces, 
which stress the advantages of 
lithographic reproduction. 
Individual mailings will point up 
various phases of six general cir- 
cumstances in which the process 
is useful, such as when uncoated 
paper stock is used for color work; 
when color correction costs are 
important; when large-size work 
is desired; when very fine half- 
tones are required, etc. 
The first mailing, for example, 
shows how a single idea may be 
used in a wide variety of ways 
from a single set of lithographic 
negatives. 


s Mr. Wolff also explained that 
the association’s first annual lith- 
ographic competition this year is 
designed to call the attention of 
printing buyers to the quality of 
lithographic reproduction. The 
awards will be announced on Feb. 
19, 1951, when the competition ex- 
hibition opens in New York. 

The promotion committee’s 
work represents a reorientation of 
objectives. About four years ago, 
the association’s educational de- 
partment, headed by Henry C. 
Latimer, started a program aimed 
at informing college students, ad- 
clubs and professional organiza- 
tions on the “why and when” of 
using the lithographic process. 
Technical details of the process 
ere covered in many existing 
textbooks, of course, but there was 
ittle information at the time on 
he uses to which lithography 
‘ould be put. The educational pro- 
tram was undertaken at a time 
when the industry still was oper- 
ating at capacity. 


s When the industry found itself 
able to take on new work about 
wo years ago, the association de- 
tided to undertake an active pro- 
notion of the medium among 
gencies, advertisers and others 
vho are actually involved in buy- 
ng printing. The current direct 
nail campaign is the result. 

Members who attended the con- 
‘ention also discussed informally 
ecent developments in the litho- 
traphic field, such as higher 
peed presses and the bi-metallic 
ind tri-metallic plates which have 
yxecome generally available in the 
last two or three years. 

The newer multi-metal plates 
provide increased wearability and 
also make possible a reduction in 
e amount of water formerly re- 
quired, thus permitting better col- 
or control. 


Last Minute News Flashes 


Advertisers Boost Linage for Jewish Holiday 


New York, Sept. 8—Advertising by the 12 leading advertisers in 
Jewish newspapers and on Jewish radio programs for the Jewish New 
Year holiday Sept. 12 is estimated to be about 15% more than the 
$190,000 estimated total spent last year in the New York area, Richard 
Jacobs of Joseph Jacobs Advertising & Merchandising Inc., told AA. 
Leading advertisers in the Jewish market include: General Foods, 
B. T. Babbitt Co., Borden, Campbell Soup, Ralston Purina, Calvert 
Distillers, Best Foods, Sterling Drug, American Home Products, Col- 
gate-Palmolive-Peet, Kraft Foods and R. J. Reynolds Tobacco Co. 


G. Allen Reeder Resigns from Esquire Inc. 


New York, Sept. 8—G. Allen Reeder told AA he will announce his 
resignation as sales promotion and public relations director of Esquire 
Inc. on Tuesday, Sept. 12. Mr. Reeder, formerly advertising director 
for the Carstairs Division of Calvert Distillers Corp., said he would 
take an extended vacation before announcing his future plans. His 
successor at Esquire has not yet been named. 


Bovril Begins Newspaper Campaign Oct. 1 

New York, Sept. 8—A 26-week ad push for Bovril bouillon cubes 
will get under way Oct. 1 wifh small space in 69 Sunday newspaper 
supplements, Beginning in mid-October, large ads will be used in 93 
newspapers throughout New England. Newspapers in other sections 
will be used later. Women’s participation programs on radio and TV 
are also planned. Victor A. Bennett Co. is the agency. 


Fleischmann’‘s Dry Yeast Drive Breaks Oct. 1 


New York, Sept. 8—Standard Brands will start national promotion 
of its new improved Fleischmann’s dry yeast Oct. 1 with full-color ads 
in Family Circle and Woman’s Day, virtually all national and sectional 
farm publications and papers of the Western Newspaper Union, plus 
across-the-country local radio spots and minute movies. J. Walter 
Thompson Co. has the account. 


Westinghouse Lamp Division to Launch Contest 


New York, Sept. 8—Westinghouse Electric Corp.’s lamp division 
will introduce next month another contest with $28,000 in consumer 
prizes and $3,500 in dealer prizes. Media to be used include Family 
Circle, Good Housekeeping, Life, The Saturday Evening Post, This 
Week Magazine, Parade, Puck—The Comic Weekly, the Locally Edited 
Gravure Magazine Group and about 35 daily newspapers. The cam- 
paign will run through November. Fuller & Smith & Ross is the agency. 


Lipton Offers Premium in Soup Promotion 

New York, Sept. 8—Thomas J. Lipton Inc. launched this week its 
special get-acquainted offer for Lipton soups in The American Weekly, 
This Week Magazine and Parade, offering a chef saw for 50¢ and the 
front from a three-pack of Lipton’s noodle soup or new tomato veg- 
etable soup. This promotion is in addition to Arthur Godfrey on CBS. 
Young & Rubicam is the agency. 


‘Life’ Spread Starts New Playtex Girdle Drive 


New York, Sept. 8—International Latex Corp. broke its new Play- 
tex Fablined girdle campaign in the Sept. 11 Life, with a spread, the 
first of 12 insertions. Twelve magazines are included in the campaign 
and a TV campaign breaks Sept. 18. A 30-minute, twice weekly TV 
show is now scheduled on CBS for 18 weeks. Foote, Cone & Belding 
handles the account. 


Camel Signs for CBS Football; Other Late News 


e Columbia Broadcasting System’s radio play-by-play roundup of 
Saturday afternoon college football games will be aired by R. J. Rey- 
nolds Tobacco Co. starting Oct. 7. Camel also will sponsor a five-min- 
ute pre- and post-game summary following Mutual’s “Game of the Day” 
football broadcasts this fall. William Esty Co. is the agency. 


e Beatrice Foods Co., Chicago, plans to break a test campaign for a 
new quick-frozen, concentrated, chocolate milk drink in an undisclosed 
test market within two or three months. 


e Town & Country will raise its page rates $100, effective with the 
January issue. Broken space rates will be upped proportionately. The 
magazine currently charges $900 per b&w page and $1,300 for four 
colors. 


e Paul K. Brown, formerly account executive with Young & Rubicam, 
has joined the staff of Leonard E. Strutz Associates, New York, point 
of sale advertising consultant, as an account executive. 


e Zenith-Godley, New York distributor of Cremoland 93-score table 
butter and other dairy products, has named Needham & Grohmann, 
New York, to handle consumer and trade campaigns. Zenith-Godley 


_is a new advertiser. While no plans have been formed, campaign me- 


dia will include newspapers, radio and TV. 


e Beginning with its December issue, McCall’s will make available 
quarter-pages in four-color to advertisers of fashion merchandise and 
fashion accessories. The magazine said it would limit the number of 
advertisers using the new space unit “because of mechanical difficul- 
ties.” 


e As a result of a survey conducted through Western Union to deter- 
mine the actual buyers of materials handling equipment, Modern Ma- 
terials Handling, Boston, will increase its circulation from 22,000 to 
32,000 and its base advertising page rate from $300 to $395, effective 
Jan. 1. 


e Wade Advertising Agency has appointed David S. Williams space 
and radio time buyer. Mr. Williams formerly was an assistant in the 
media department of the agency. 


e The blacklist dilemma (see Page 67) was the principal topic of dis- 
cussion by the New York local board of American Federation of Radio 
Artists last week. Afra executives declined to say what action may be 
taken, but the artists’ union may decide to screen members to protect 
itself and members from trouble. 

e Edward Petry & Co. has been named to represent KSO, Des Moines, 
replacing Headley-Reed Co. The Katz Agency has been appointed to 
represent KMTV, Omaha. Avery-Knodel formerly handled the video 
station. 


“In a man’s suit,” says 
a Government ’ 
“construction is compli- 
cated; much that affects 
wearing quality, appear- 
ances and fit is hidden. 
Certain qualities show 
up only with wear and 
cleaning.” The facts are 
correct! The making of a 
Hart Schaffner & Marx suit, for instance, requires 
over a hundred carefully-performed operations. 
Even more amazing, there are 19 different fabrics 
and 19 different sewing threads... mon of which 
you never see 

How, then, can a man be sure of getting 
his money's worth? A very good way is to go 
to a store with a reputation for quality and 
fair-desling. And if the store sells Hart 
Schaffner & Marx suits, he is doubly assured. 

This week in LIFE and week after next in 
this magazine you'll se Tom Hall's drawing 
of a young man at an rt gallery (in miniature 
above). It shows there's one thing about 
a Hart Schaffner & Marx suit that can never 
be hidden . . . its good looks! 


LIFE IN POST—Hart Schaffner & Marx 

thinks it will set some sort of “first with 

this quarter page in the Oct. 7 Satur- 

day Evening Post calling attention to a 
page in the Oct. 2 Life. 


Ad Council Sells 
ECA on Ad Effort 
in Foreign Media 


WasHINGTON, Sept. 8—The Econ- 
omic Cooperation Administration 
announced in Paris this morning 
that it will start its first adver- 
tising—a program designed to pro- 
mote the Marshall Plan and its ob- 
jectives—this month. 

First ads will appear in British 
papers to promote a new directory 
of American companies seeking 
contact with European importers. 

Though “modest” in linage, the 
ads will also attempt to promote 
the Marshall Plan’s generil ob- 
jectives, and will eventually be 
extended to other nations, ECA 
said. 


me The program was developed in 
cooperation with the Advertising 
Council, and was announced in 
Paris this morning by Ted Repp- 
lier, president of the council. The 
plans were developed in coopera- 
tion with a special Ad Council 
committee which included Sam 
Gale, vice-president of General 
Mills and council chairman, and 
James W. Young, senior consultant, 
J. Walter Thompson Co., both of 
whom are also in Paris; as well as 
Philip Graham, publisher, Wash- 
ington Post; Gardner Cowles, 
Cowles publications; Edgar Kobak, 
former Mutual Broadcasting Sys- 
tem president; and Fairfax M. 
Cone, Foote, Cone & Belding. 

The ECA ads will be prepared 
and placed by J. Walter Thompson 
Co. Payment for the space will 
come from the 5% counterpart 
funds contributed by ECA na- 
tions in their local currencies to 
cover administrative and other 
costs. 


Time Boosts Murphy to 
MOT Post, Ups Tourtellot 


Arthur Murphy, formerly gener- 
al manager of Life, has been nam- 
ed general manager of the March 
of Time division of Time Inc., New 
York. He has been with the com- 
pany since 1937, except for Army 
service, and has been successively 
business manager of Fortune and 
business manager of Life, before 
becoming the latter publication’s 
general manager in 1948. 

‘At the same time, Arthur Tour- 
tellot, associate director of March 
of Time since 1949, has been nam- 
ed director of March of Time tele- 
vision productions, a new division. 
Mr. Tourtellot, who directed “Cru- 
sade in Europe,” will edit Life’s 
“Picture History of World War II.” 
He joined MOT as a writer in 1942. 


Pepperell Ups Ad Schedule 


Pepperell Mfg. Co., Boston, mak- 
er of Lady Pepperell sheets, will 
add McCall’s, Modern Romances, 
Today’s Woman and Woman’s 
Home Companion to its schedule 
starting with January issues. The 
present schedule includes Better 
Homes & Gardens, Good House- 
keeping, and Ladies’ Home Jour- 
nal. Benton & Bowles, New York, 
is the agency. 


Hart Schaffner Ad 
in ‘Post’ Urges 
Look-See at ‘Life’ 


Cuicaco, Sept. 8—The technique 
of using one ad to call attention 
to another, first widely used in 
connection with radio programs, 
is being adapted to a new medium 
by Hart Schaffner & Marx. 

The Oct. 7 issue of The Satur- 
day Evening Post will carry an 
island b&w quarter-page for the 
clothing manufacturer, calling at- 
tention to a full-color page in the 
Oct. 2 issue of Life. Says the copy 
in part: 

“This week in Life and week 
after next in this magazine you'll 
see Tom Hall’s drawing of a young 
man in an art gallery (in minia- 
ture above). It shows there’s one 
thing about a Hart Schaffner & 
Marx suit that can never be hid- 
den ...its good looks!” 


# In promotion to the trade, Lee 
P. Henrich, director of advertising, 
calls attention to the unusual ad 
and asserts that “as far as we 
know this is the first time an ad- 
vertiser has used an ad in one con- 
sumer magazine to steer readers 
to his ad in another. We’re check- 
ing results with a survey and will 
let you know how it makes out.” 

The new gimmick, which will 
be used again in the same way in 
November, is Hart Schaffner’s 
latest adaptation of its “quarter 
page development.” The company 
last September concentrated its 
advertising in Life and The Satur- 
day Evening Post, accompanying 
its full color pages with two quar- 
ter pages in b&w, telling its qual- 
ity story and directing attention 
to the full pages. This season there 
are three color pages in Life and 
SEP, each accompanied by two 
b&w quarters, with the Post get- 
ting two extra quarter pages to 
call attention to the color pages in 
Life, which also run in the Post a 
couple of weeks later. Next year, 
the procedure may be reversed, 
although definite plans have not 
been completed. 


# Each ad is costing the clothing 
manufacturer about $57,000 for 
space, counting the pages and 
quarter pages in the two publica- 
tions, but the company is extreme- 
ly enthusiastic about the results, 
and is convinced that the quarter 
pages are not only doing a sales 
job on their own, out of propor- 
tion to their cost, but also make 
the major ad more effective. 

On the retail front, Hart Schaff- 
ner & Marx is developing a pro- 
gram which it hopes will result 
in extensive use of its national 
magazine art in full-co'or repro- 
ductions in r.o.p. newspaper color 
by dealers. 

Baskin’s, Chicago chain, will 
break a full page in color using 
the magazine art in the Chicago 
Tribune Sept. 11, with another 
color page scheduled for October. 

Dealers in other cities are re- 
ported very much interested in 
the idea, although Hart Schaff- 
ner has no co-op advertising al- 
lowance plan, and dealers must 
pay the full cost of the advertising. 
The manufacturer, however, will 
make the necessary color plates 
available to dealers at a cost of 
$175. 

Batten, Barton, Durstine & Os- 
born is the HS&M agency. 


Skilsaw Inc. Opens Drive 


Skilsaw Inc., Chicago, has begun 
its largest single promotion of 
Skil home shop tools. The cam- 
paign is backed by extra inser- 
tions in Better Homes & Gardens, 
Parade, Popular Homecraft, Pop- 
ular Mechanics, Popular Science, 
The Saturday Evening Post and 
This Week Magazine. Metropolitan 
newspapers also are being used. 
Earle Ludgin & Co., Chicago, is the 
agency. 
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Bevera ges 


in St. Paul 


The beverage market logi- 
cally falls into two groups, soft 
drinks and alcoholic beverages. 
Here is a quick look at some 
pertinent data in the St. Paul 
Market. 

In the soft drink field, 90% 
of St. Paul families are users; 
however, there are some inter- 
esting variations as to their 
container preference. Eighty 
per cent buy soft drinks in the 
six-bottle carton; 71%, individ- 
ual bottle, and 19.4% by the 
case. 

In the alcoholic beverages 
field, here is the primary de- 
mand by type: 


Per Cent of Families 
Purchasing Beverages By Type 


Bh dsSs.$% 40d swe Ris 76.2% 
Whiskey .....5.e00-- 49.0 
MN 6.9 «arene e088 6% 47.6 
Ty aiap ered save e 9.9 
Brandy .. icc csccvcees 6.7 
I: jac enkearoses 4.8 
SES BS nats ek e400 F 8 4,2 


For buyers of beer, the place 
of -purchase for home users 
and container preference for 
buyers away from home adds 
significant data to the classi- 
fication. 


St. Paul Families Buying Beer 
for Home Use By Place of 


Purchase 
Grocery Store ........ 54.2% 
Package Liquor Store. . .35.8 
TOVIEE  .scis were vows 6.7 
Drug Store .......... 3.3 


Of all men in the market, 
43.1% buy bottle beer; 32.2% 
draught beer; and 9.7% can 
beer, when buying beer in tav- 
erns, clubs, or public places. 

The above beverage data is 
only a few of the 150 classi- 
fications studied in “The 1950 
Consumer Analysis of the St. 
Paul Market.” These classifica- 
tions cover brand preferences 
for foods, soaps, toiletries, bev- 
erages, home appliances and 
general consumer buying hab- 
its. If you are looking for per- 
tinent information concerning 
your product in the St. Paul 
Market, send for this research 
report today. Write General 
Advertising Department, St. 
Paul Dispatch-Pioneer Press, 
St. Paul 1, Minnesota, or Rid- 
der-Johns, Inc. with offices in 
New York, Chicago, Detroit, 
and Minneapolis. 

( ADVERTISEMENT ) 


Sales Exec Must 
Be Miracle Man, 
Simmons Asserts 


New York, Sept. 7—“The mar- 
keting manager (or sales manager 
as he is more commonly called) is 
going to have to train himself to 
be a highly complex miracle man,” 
according to Harry Simmons, edi- 
tor of the new “Sales Managers 
Handbook.” 

Mr. Simmons, management con- 
sultant and author of “Practical 
Sales Management,” includes eight 
pages of “major and minor func- 
tions of modern sales manage- 
ment” in his introductory chapter 
to the volume to support his con- 
tention. 

“During the next ten years,” 
says Mr. Simmons, “our principal 
problems will revolve around more 
efficient distribution and a much 
broader base of consumption.” 


@ Primarily because a sales execu- 
tive’s duties have become more 
numerous in the past decade, the 
“Sales Executives Handbook” will 
be a valuable reference to the sales 
manager looking for ideas which 
will help him accomplish jobs out- 
side the normal scope of his duties. 
Like most handbooks written by 
a number of contributors (Mr. 
Simmons’ volume has 20), readers 
will find fault with certain sections 
and applaud others. Admen, for ex- 
ample, may be annoyed by Mr. 
Simmons’ “comprehensive chart of 
modern marketing and selling,” 
which would have the adver- 
tising and public relations man- 
agers report to the general sales 
manager who, in turn, reports 
directly to the vice-president in 
charge of marketing and sales. 


ws Kenneth Groesbeck, vice-pres- 
‘dent of Ruthrauff & Ryan, con- 
tributed a chapter on “using mod- 
ern advertising,” which contains a 
rule of thumb for measuring the 
effectiveness of an advertising ap- 


propriation. 

Says Mr. Groesbeck: “What we 
need to know in connection with 
any advertising operation is what 
must be done and how much must 
be spent to do it properly. Ex- 
pressed as a percentage of sales, 
this figure should’ be compared 
with amounts spent by competitors. 
If one can keep his percentage be- 
low that of his competitors and 
still build properly increasing 
sales, his advertising is well done.” 

The handbook is divided into 
four parts: Planning and admin- 
istration; developing market chan- 
nels; building the sales organiza- 
tion, and using modern marketing 
tools. 


s Edward J. Hegarty, manager of 
sales training for Westinghouse 
Electric Corp.’s electric appliance 
division in Mansfield, O., has 
written an excellent chapter on 
“effective sales meetings.” 

In his down-to-earth section, Mr. 
Hegarty concisely describes all 
types of meetings, their objectives, 
plans, necessary properties and 
useful techniques for achieving 
objectives. 

Similarly, in their chapter on 
aptitude testing for sales and 
executive personnel, Morris I. 
Pinkus, president of Personnel In- 
stitute Inc., and Samuel N, Stev- 
ens, president of Grinnell College, 
Grinnell, Ia., tersely but effec- 
tively describe purposes, uses and 
methods of compiling job descrip- 
tions, and the functions of testing 
techniques. 

The volume is published by 
Prentice-Hall. The price is $10. 


NAB to Study Theater TV 


The television committee of the 
National Assn. of Broadcasters has 
formed a sub-committee to engage 
in “continuing consultation” with 
theater operators on the develop- 
ment of theater television and its 
relationship to broadcast tele- 
vision. Chairman of the sub-com- 
mittee is Ted Cott, vice-president 
and general manager of WNBT, 
New York. Other members include 
Victor A. Sholis, WHAS-TV, 
Louisville, and Charles A. Batson, 
director of NAB’s television de- 
partment. 
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LAFAYETTE JOURNAL and COURIE 


195% INCREASE 


LAFAYETTE RETAIL BUSINESS VOLUME 
(PERIOD 1938-48 — U. S. BUSINESS SURVEY) 


CIRCULATION (Net Paid) 41,079 
SERVES 11 COUNTIES 


The 


LAFAYETTE JOURNAL ann COURIER 


LAFAYETTE, 


INDIANA 


SHANNON & ASSOCIATES, INC., REPRESENTATIVES 


Advertising Age, September 11, 18% 


The Creative Ulans Corner 


A potpourri this week, and a number of unrelated obser- 
vations. 

The Saks Fifth Avenue ad reproduced here caught The 
Corner’s attention because of the wonderful kid photos it 
contained. And it caused The Corner to reflect on the per- 
sonality of an advertisement—as differentiated from what 
it has to say. It is to be doubted that the conductor of this 
column has to cite chapter and verse to convince its readers 
of the pertinacity to which yours truly sticks to championing 
informative advertising. 

At the same time, he does not overlook the fact that an ad- 
vertisement—exactly like a salesman—can quite frequently 
get to be a world-beater on sheer personality. And there’s 
no denying the fact that this Saks ad, with the wonderful 
kids in it, has personality, ° 

Now for the Trol ad. As a caption, “The swing’s to Trol for 
hair control” doesn’t even rhyme, yet alone tells a con- 
vincing sales story. Who says so—and what are the facts? 
And how in the world can “activated oil” keep hair in per- 
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if they do, doesn’t this cause the hair to move about like 
a field of wheat in a windstorm? And just what is “ac- 
tivated oil?” 

And now for this prize York ad—paid for by dealers to 
call the attention of newspaper readers to an ad in a com- 
pletely different medium. This probably comes under the 
general term of “merchandising.” But just how far can you 
carry merchandising? How many people who see this ad 
will remember to do what it says? The Corner, who gets paid 
for reading ads critically, forgot completely to look up the 
York ad in The Saturday Evening Post until he pulled this 
reminder ad out from under the blotter on his desk. And now 
he can’t find the issue of the Post in which the main ad 
appeared. He suspects, however, that under the general term 
of merchandising this iittle gimmick made the York sales- 
force and dealers quite happy. And, if it did, and if it 
stimulated their belief in the efficacy of this modern miracle 
known as “merchandising,” maybe it was worth its cost. 

The cynical conductor of this column, however, doubts it. 

Last, but not least, the Chalfonte-Haddon Hall ad. “ELE- 
VATOR,” says the headline—and the copy reads, “Even 
going down you'll have an exhilarated feeling.” That’s all. 
Make you want to stay at Chalfonte-Haddon Hall? Don’t 
answer, but The Corner knows how he has felt going down 
too fast in an elevator. Same way he felt reading this ad. 


Inland Press Elects Three 


Inland Daily Press Assn. has 
elected to membership Times- 
News, Mt. Pleasant, Mich.; Jour- 
nal, Eldorado, Ill., and News-Dem- 
ocrat, Festus, Mo. 


Baxter Picks Klein Agency 

Baxter Stores, New York, has 
appointed Walter J. Klein Co., 
New York, to handle advertising 
in newspapers, radio and tele- 
vision. 


#540 N. MICHIGAN AVE. #185 N. WABASH AVE. #410 N. MICHIGAN AVE. #111 E. DELAWARE ST. 
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Rininelander Paper Co. Introduces 


- 


imployes Are Informed 
of Customers’ Problems 
Through Leaflets, Samples 


RHINELANDER, Wis., Sept... 8— 
Rhinelander Paper Co. has de- 
veloped an unusual technique for 
building employe interest in the 
company’s customers and their 
products. 

The Wisconsin concern, which 


manufactures glassine and grease- 
proof papers for packaging, has 
thristened its employe relations 
program, “Meet the Boss”—and 
he customer, of course, is the 
‘boss.” 

Like many industrial suppliers, 
Rhinelander Paper Co.’s products 
pave the factory in bulk. The bus- 
ness of selling customers and 
teeping them satisfied is some- 
hing remote to many of the plant 
yersonnel. 


1 When a customer’s complaint 
inally reaches the production line, 
t sometimes seems a bit unrea- 
jnable or unwarranted to the 
mploye who is unfamiliar with 
he customer’s problems. 

To help solve this problem, 
Rhinelander Paper Co. (Ripco) 
jlevised a method for introducing 
Ripeo’s customers to its employes 
through brochures, liberal use of 
the customers’ point of sale mate. 
tial and samples, where possible. 

Every two weeks, on payday, 
each of the 1,075 Ripco workers 
receives a four-page printed bro- 
chure describing one customer and 
featuring a packaged article pro- 
duced by that customer. 

Each brochure is brief, concise, 
and to the point. In conversational 
style, the folders frankly describe 
the problems involved in serving 
the particular customer—and the 
competition which Ripco faces 
from other suppliers. 


s Typical of the pamphlets in 
the “Meet the Boss” series is one 
titled “Introducing Kimberly- 
Clark Corp.” It opens with a Lit- 
tle Lulu cartoon and the concise 
paragraph: 

“Our Wisconsin neighbors, Kim- 
berly-Clark Corp., are one of the 
largest and most outstanding of 


Novel Employe Relations Program 


the nation’s pulp and paper man- 
ufacturers. To the general public, 
they are best known for their 
products, Kotex, Delsey toilet tis- 
sue and Kleenex. They also make 
very large tonnages of printing pa- 
pers. ” 

The product used to character- 
ize the ‘customer’s problems is 
Kleenex, and other paragraphs 
describe the development of the 
product and the introduction three 
years ago of the Kleenex Pocket- 
Pack. [Kimberly-Clark manufac- 
tures Kleenex, Kotex, Delsey and 
other products for International 
Cellucotton Products Co.] 


a It tells how the Pocket-Pack 
originally came out in a cello- 
phane wrapper, how. Ripco worked 
out a glassine wrapper for the 
product and the type of machinery 
used by Kimberly-Clark to trans- 
form the large rolls furnished by 
Ripco into Kleenex packages. 

The narrative tells why rolls 
wound firm and true, lacquer uni- 
formly applied and perfect splices 
are imperative to smooth-running 
production in the Kimberly-Clark 
plant. It also dramatically de- 
scribes what happens in the cus- 
tomer’s plant if a bad splice on a 
roll is made at Rhinelander. 

Even the sales problems are de- 
scribed with unusual candor. Says 
Rhinelander: “Kimberly-Clark has 
moved cautiously in their package 
development. First we got only a 
small portion of the business while 
our product was being tested, re- 
tested and evaluated in every pos- 
sible way—both in production and 
on the sales counter. 


ms “We worked our way up to 
the point of receiving about half 
of the business with the customer 
keeping himself in a position to 
swing either way—all the way to 
Rhinelander paper or all the way 
back to cellophane... 

“At this point in the procedure, 
things look good and we believe 
that we are going to get all of the 
business. But it is not wrapped up 
in a contract or a guarantee and 
it does not come to us on a silver 
platter. 

“Some of the best salesmen in 
the world work for the du Pont 


» people say 4 


What do 


about fuel 


Thousands and 
thousands are saying: 


“Let’s put in oil heat” E 


oil and the 


HAT’S one reason 
> why this industry 

is booming, why adver- 
tisers get such remarkable 
returns on their advertising 
investment in FUELOIL & 
OIL HEAT. If you have any- 
thing this market can use, take 
advantage of this opportunity. 


FUELOIL & OIL HEAT ¢ 232 Madison Ave. ¢ New York 16, N. Y. 
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company and the cellophane boys 
are in there pitching every day 
of the week. Carton manufactur- 
ers would simply love to see [the 
Kleenex Pocket-Pack] put up in 
a carton, Other mills and other 
materials are constantly being 
paraded before the eyes of the 
men at Kimberly-Clark who make 
the decisions. 


s “Nobody knows if Rhinelander 
can continue to enjoy this excellent 
piece of business, nor for how 
long. But one thing is certain. We 
will keep it almost in direct ratio 
to the quality and service we 
furnish. 

“Prompt shipment, accurate in- 
voicing, alert sales contacts and 
service calls and top-notch quality 
cannot help but make Rhinelander 
a more pleasant and convenient 
supplier with whom to do business. 
When you see a Kimberly-Clark 
order going through the mill, try 
to think of this good customer and 
his problems. And remember that 
we may not always have this bus- 
iness, It is up to us.” 


ew At the pay window on pay- 
day, each worker received the 
pamphlet and a sample of the 
Kleenex Pocket-Pack, with the 
comment: “We are passing out 
with this brochure a sample... as 
well as an advertising piece cover- 
ing the product—both generously 
donated by the customer. It is a 
good product. Everything being 
equal, we would all do well to use 
the products of our valued cus- 
tomers.” 

Two weeks later, Ripco workers 
received a similar brochure on 


Corn Products Refining Co. and a 
sample of Kre-Mel dessert, to il- 
lustrate how Ripco products are 
used in packaging Corn Products’ 
processed foods. 

Other companies scheduled to 
participate in the program include 
Pillsbury Mills, General Foods, 
Kellogg Co., General Mills, Stand- 
ard Brands, National Biscuit Co., 
Armour & Co, and Mars Inc. 


ws Ultimately, Rhinelander Paper 
Co. hopes to stress the idea that 
the employe himself is the cus- 
tomer, because he purchases near- 
ly all the products made by Ripco 
customers for his own household. 

Ripco customers have supported 
the program _ enthusiastically. 
“Without exception,” says Rhine- 
lander, “each customer offered to 
provide the merchandise needed 
or else to make it available at 
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cost.” 

Says Folke Becker, president of 
Ripco, “It is extremely gratifying 
that our program has been so well 
received by our employes and cus- 
tomers. This response is very 
heart-warming and promises great 
dividends in the form of increased 
good will and better service on the 
part of our employes.” 

Although the plan has not been 
in operation long enough to meas- 
ure results, the fact that the com- 
pany definitely plans to continue 
it for at least a year suggests the 
response to date. 


Detroit TV Set Sales Rise 


Television set sales in the De- 
troit area have reached a total of 
282,357 sets, according to the 
WXYZ-TV monthly poll of distri- 
butors. During July, 18,946 sets 
were delivered to customers. 


Vide 
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Hou Sig a... 
$7* Billion? 


‘The “Rand” in South Africa (world’s 
richest gold mining region) 
$435,000,000 yearly ... 
would be required to equal the annual $742 
Billion Dairy Industry. MILK PLANT 
MONTHLY is your key to this fabulously 
wealthy market. 
market data. ABC Audited Since 1929. 


averages 
Nearly 18 years 


Write today for detailed 


q@ Milk Plant Monthly 


327 SOUTH LA SALLE STREET, CHICAGO 4 


As photoengravers we are familiar with the 
paradox that it takes two colors, white and black, to make a one color 
impression. We also understand that it takes two distinct policies 


. « . competitive selling and cooperative service . . . to build a balanced 


business. The thirty-two members of the Chicago Photoengravers 


Association compete for sales but cooperate to assure high standards of 


craftsmanship and fair trade practices. They employ more than 1000 


photoengraving craftsmen who produce the majority of the fine 


photoengravings made in Chicago. To assure that the quality standards of 


each member will be maintained, these members listed below support 


a program for training young photoengraving craftsmen. 


AD-PLATE ENGRAVING CO. ¢ AMERICAN COLORTYPE CO. ¢ BLOMGREN BROS. & CO. ¢ BONCRAFT CORP. © CENTRAL TYPESETTING & 
ELECTROTYPING CO. ¢ COLLINS, MILLER & HUTCHINGS, INC. « COLUMBIAN ENGRAVING CO. « R. R. DONNELLEY & SONS CO. ¢ DOT 
ENGRAVERS, INC, « THE FAITHORN CORP. ¢ FOOTE, CONE & BELDING « GLOBE ENGRAVING & ELECTROTYPE CO. © ILLINOIS PHOTO- 
ENGRAVING CO. « JAHN & OLLIER ENGRAVING CO. ¢ LAKE SHORE PHOTO-ENGRAVING CO. ¢ LIBERTY PHOTO ENGRAVING CO. 
MAGILL-WEINSHEIMER CO. ¢ MANZ CORP. ¢ McGRATH ENGRAVING CORP. ¢ THOS F. McGRATH & ASSOCIATES « NATIONAL ENGRAV- 


ING CO. 


© NORTHWESTERN PHOTO ENGRAVING CO. 


© PONTIAC ENGRAVING & ELECTROTYPE CO. 


© PREMIER 


ENGRAVING CO. « PROCESS COLOR PLATE CO. © RELIABLE ETCHCRAFT CORP. ¢ REVERE PHOTO ENGRAVING CO. 
ROGERS ENGRAVING CO. e STANDARD PHOTO ENGRAVING CO. STEARNS & CO. © SUPERIOR ENGRAVING CO. © WALLACE-MILLER CO, 


FOR FAITHFUL, 


CHICAGO 


PHOTOENGRAVERS ASSOCIATION 


BOARD OF TRADE BUILDING * CHICAGO 


FORCEFUL REPRODUCTION 


USE LETTERPRESS 
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Can you name these Men of the Sea? 


The things these men have done for you! 


It is generally agreed that one of them discovered your country (Colum- 
bus, top, left). The fellow next to him proved that the world isn’t flat by 
sailing around it (Magellan). The captain in the top right spot left delicious 
legends to tingle your spine (Kidd). . 


Hudson, lower left, explored Northeast America, leaving his name on 
many waters, while Cook left you Hawaii as a playground! 


But despite the fame of these sea captains you very probably were familiar 
only with the remaining one. 


And Der Captain of Katzenjammer fame has accomplished all his deeds 
in one place...the Comics! 


Is there any more graphic way of demonstrating the tremendous editorial 
impact of PUCK, the only national comic weekly? Doesn’t it show how 
PUCK’s all-star cast of characters has woven itself into America’s life... 
Jiggs, who “sold” corned beef and cabbage; Popeye, who made spinach a top 
favorite; Dagwood, who helped the U. S. Atomic Energy Commission explain 
nuclear energy? 


PUCK, The Comic Weekly, distributed with 14 great Sunday newspapers, 
from coast to coast (plus its three advertising affiliates ), reaches more than 
18,000,000 adults (and their youngsters) in 7400 communities where 83% 
of all retail sales are made. 


Do you wonder that such products as Armour’s Dial Soap, Old Dutch 
Cleanser, Kleenex, and many others spend millions of advertising dollars 
in PUCK, The Comic Weekly? 


If yours was one of the many businesses that discovered that a slight drop 
in sales meant a sheer drop in profits, last year... perhaps you should care- 
fully re-examine your traditional media selection. 


Perhaps you'll want to see readership reports which show that PUCK 
delivers 3 to 5 times more readers per advertising dollar than top weekly 
magazines. The booklet “Getting More Out of the Dollar” explains PUCK’s 
fabulous reader-attraction and tremendous sales impact. Send for it, today, 


THE COMIC WEEKLY 


The Only NATIONAL Comic Weekly —A Hearst Publication 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bidg., San Francisco 
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